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Why are we spending one million dollars to 
advertise Colombian coffee? Why are you see- 
ing one ad after another featuring Juan 
Valdez? Whatcan this program dofor roasters? 

It is no secret to you that Colombian coffee 
is essential to good & coffee blends. 

This is the story we are telling consumers. 
We are educating them about quality coffee 
brands. Because there is no @ better time 
to stress better coffee &than right now. 

A good part of the public has the @means 
and motivation to buy quality products. 

Many retailers are suffering from drastic 
price cutting. They welcome a chance for good 
markup on quality products. 

And roasters who have plowed huge sums 
into good coffee brand names areg#certainly 
anxious to protect them 

How can they be protected? @ Must they 
be sacrificed as loss leaders? 

Doesn’t it make more sense® to take ad- 
vantage of the ready-made quality @@ story 


of Colombian coffee? @@ 


To mention Colombian coffee in your ads? 
On cans? And to customers? @ 
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CECILWARE 


coffee 


heat retention 


Special fiber glass insulation does 
the trick so you can be sure the brew 
is always piping hot, on the spot. 


. and when you need coffee 


really large quantities, use Cecilware 
carriers with our super-capacity 


urns. Gas or steam, urn prices start * 


CECILWARE 


60 Galion 


SUPER CAPACITY 


URNS 


for our new Bulletin #60. 


carriers 
with 30% more 


See your dealer now. Write 


142, 2%, 3,5 & 10 
gal. capacity. 
Prices start at $79 


CECILWARE- 


43-05 20th Avenue « Long Island City 5, N. Y. 
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THERE'LL 
NEVER 
BE 

AN 
ENCORE! 


New standards of performance, convenience and appearance 


bring about changes. 


We are alert to our responsibility in assuring encores for 


tea. It goes beyond the convenience feature of tea bags. 
Our tea bag paper is designed to promptly produce 
full brew strength and true tea flavor. 


Ask Aldine... 
ALDINE PAPER COMPANY, INC. C. H. DEXTER & SONS, INC. 
Distributor Manufacturer 


WINDSOR LOCKS, CONN. 


HNOUSTRIES and The Flavor Fiel 


535 FIFTH AVE., N. Y. 17, NEW YORK 
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“profitless pricing” 


The desk of an editor is traditionally the 
clearing point for an oddly assorted group- 
ing of correspondence. Some of the letters 
which pass over this desk in the course of a 
month are helpful, some are critical. The ma- 
jority are neither, being the general run of 
business letter that crosses the path of most 
individuals in the course of their working 
day. 

But every so often a letter arrives in the 
mails which we think worthy of passing 
along to our readers. Such a letter is repro- 
duced below. We take no sides in the content 
of this letter other than to point out that the 
writer, Irving Manning, makes some very in- 
teresting observations, particularly in the last 
paragraph in which he sums up his “personal 
opinions.” 

Here is what Mr. Manning has to say: 

“This letter is concerned with ‘protitless 
pricing.” On July 19, 1960 the largest cofice 
factor in the United States somewhat 
stunned the coffee roasting industry by an- 
nouncing a decline of 2¢ per Ib. with the 
specious excuse that ‘green coffee costs had 
drifted lower’ to the extent that such a de- 
cline could be justified. 

“The second paragraph of a weekly coffee 
letter issued by the largest securities dealer 
in the United States, dated July 26, 1960 
reads in part “The extent of this price con- 
cession was a bit of a surprise to some people; 
there does not seem to have been that much 
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of a reduction in the price of the green cot- 
fees used in the most popular blend.” And 
that is so. Over the past year and one-half, 
Colombian and Brazilian coffee have remain- 
ed virtually unchanged. [Except — for dis- 
criminatory offers made by Brazil to the 
largest cotfee factor in the United States, 
and to a few others later mainly as a defense 
to criticism, 

“On the day following the reduction of 
2¢ per Ib., this same largest coffee factor 
announced, at least in the San Francisco Bay 
Area, an allowance of $1.80 per case to 
grocers for advertising and/or display. Per- 
haps this company can remain in business on 
approximately half the expected margin from 
a case of coffee but we think few others can. 

“It is sad, too, that this kind of pricing 
does nothing to inerease the consumption of 
coffee. Within a short time such ‘profitless 
pricing” resulting from discriminatory pur- 
chases of green coffee will remove from the 
coffee scene most of the regional roasters 
to the serious detriment of the coffee business 
as a whole, including those producing coun- 
trices offering the discriminatory deals to 
certain large roasters.” 

a 

We would, of course, welcome any further 
comments which members of our industry 
imight care to make with reference to their 
thoughts as regards what Mr. Manning has 


so ably presented. 


EDITOR 
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Burns Engineering 

Service Has The 

THANEVER Up-To-Date 
Answers To 

Modern 

Plant Problems 


PLANT MOVING? PLANT EXPANSION? 


Any of these three problems can be an opportunity instead of a headache if 
approached from the right engineering standpoint. Often the changes that can 
be made at these times more than pay for the expense involved and bring 
long range advantages in higher operating efficiency, lower labor costs and 
lower maintenance. 


Burns Engineering Service—drawing on more accumulated, specialized ex- 
perience than any other organization in this field—offers you obvious advan- 
tages: dollars and cents advantages. With Burns you are sure of getting the 
finest job possible—with the building, the equipment, and the money you 
want to use. We’ll be glad to answer your inquiries without charge. 


JABEZ B U AND SONS, INC. 

NEW YORK CHICAGO 

IN CHICAGO DALLAS SAN FRANCISCO 
B. F. Gump Co. ENGINEERS 


1325 S. Cicero Avenue 
Chicago 50, Illinois 


IN SAN FRANCISCO 
Tempo-Vane Mfg. Co. 
330 First Street 
600 WEST 43rd STREET * NEW YORK 36, N.Y. San Francisco 5, Cal. 
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England Turns to the Coffee Cup 


After remaining stationary at 250,000 bags per annum 
for as long as human memory can recall (except for a 
slight upward spasm after World War 1), the increase in 
consumption of coffee in this country in recent years can 
only be labelled ‘‘dramatic’’. 

After World War II consumption looked up to some 
extent. This at the time to be due to 
tea rationing to the housewife (coffee was rationed only to 
wholesale trade), to the influx of refugees from Continen- 
tal coffee drinking countries, and to the large contingent 
of U, S. troops stationed in this country. However, in 
the last decade consumption has taken large forward 
strides almost every year, particularly during the last five 
years, so that 1959 imports registered at nearly 900,000 
bags. It is confidently expected in the trade that 1960 
will reach the million bag mark. 

Quite obviously there must be very cogent reasons 


was considered 


“blighty" likes the brew... 


1960 may well go down as the year coffee imports 
imto England reach the million-bag mark. More and 
move coffee is being consumed there as the man-on- 
the-street becomes increasingly aware of America's 
favorite beverage. In this article, J. W. Ashton, 
secretary of London's Coffee Publicity Association 
explains the reasons behind this booming trend and 
what's being done to foster it even further. 
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for such a startling, one can almost call it, about-face. 
While the formation of the Coffee Publicity Association 
Ltd., in London, some five years ago must be given full 
honours and recognition, the real boost came from two 
unexpected and novel sources, to wit, (1) solubles and 
(2) the introduction in our cities of Espresso Bars, which, 
in a remarkably short space of time, could be counted by 
the hundreds. 

Both solubles and Espresso Bars filled a big need—the 
former an easy and double-quick way of producing a cup 
of coffee and the latter a comfortable and attractive 
center where young people could while away an hour or 
two in the evening. From available statistics it is esti- 
mated that some 45 percent of the coffee bought by house- 
holders today is soluble coffee. In the southern part of 
the country Espresso Bars are almost super-abundant and 
there can be little doubt that before long they will be- 
come equally abundant further north. 

From the above account of what has taken place re- 
cently in this country it must not be supposed that the 
good old roasted and ground product is not being actively 
marketed. This is far from the case. There are, at 
present, manufacturers of proprietary packs of roasted 
and ground coffee in vacuum tins, which are distributed on 
a national basis. Many other branded names are packed 
by wholesalers for individual stores throughout the coun- 
try. Each firm has its own particular blend of coffee 
made up according to taste and price. Of the 900,000 
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England turns to the coffee cup 


(Continued from page 7) 


bags imported last year, 27 percent were Mild Arabicas, 
15 percent Hard or Brazilian types and 58 percent Ro- 
bustas, a large proportion being used in the manufacture 
of instant coffees, 

An increasing number of food stores are specialising 
in their own blends of roasted beans, which the customers 
grind themselves, in the new push-button type of grind- 
ing machines, which pervades the store with the aroma 
of coffee. 

Liquid coffee and chicory mixtures are stocked by re- 
tailers, particularly the well advertised brands, although 
it is thought their sales have decreased as instant coffees 
have grown in popularity. 

It will be seen that in England coffee in one form or 
another enjoys perfect distribution and is known to every- 
body. Some people drink it a great deal, and many others 
drink it sometime or another. 

That more people are being persuaded to drink coffee 
accounts for the considerable improvement in the ways in 
which roasted coffee is being packed. The vacuum tins 
are made as attractive as possible and one firm did well 
in presenting their Vienese brand in a colourful cardboard 
box, making it a suitable gift. Another roasting firm 
markets its blends of roasted and ground coffee in a new 
type or flavour sealed 4 Ib. pack, which represents a 
major development in coffee packing. The packs are of 
special plastic material, which is transparent, convenient 


Typical of the widening circle of publicity which is ac- 
cruing to coffee in England is the attractively decor- 
ated window shown below. 


to stock and easy to display. It gives a higher all round 
protection than other types of bag or flexible container, 
each blend being distinguished by different colours print- 
ed on the pack, 

Nearly all instant coffees are packed in air-sealed tins, 
one notable exception being Maxwell House, which is now 
packed in attractive glass jars, as in America, which makes 
it stand out. 

Besides the intense brand name advertising in the press 
and on television, the Coffee Publicity Association Ltd. 
maintains a steady publicity campaign for promoting cof- 
fec. Their standard coffee measure is stocked by all cof- 
fee specialists, who also distribute the leaflets which are 
supplied to them free by the Association describing the 
various methods of brewing good coffee. Millions of 
their paper biscuit bags, overprinted with attractive coffee 
designs, were sold to retailers last year. And special cof- 
fee demonstrations have been organized in the main food 
stores and supermarkets throughout the country to show 
the housewife that good coffee is easy to make. A team 
of experienced demonstrators have been trained in the 
various ways of making coffee, as well as the pitfalls to 
be avoided. While housewives are served with sample 
cups of the finished product, demonstrators show how 
coffee is brewed. Similarly, suitable display material is 
available to caterers, restaurants, milk and coffee bars. 
This includes coloured posters with slogans “Drink Our 
Really Good Coffee’, “Coffee for Enjoyment’ and “Enjoy 
Delicious Refreshing Iced Coffee’. 

Last year the Association followed the lead of the Pan- 
American Coffee Bureau in providing Road Safety Cam- 
paign posters to hotels and cafes on the main arterial 
roads. These posters are also seen on buses, reminding 
the motorist about coffee with the slogans “One For the 


(Continued on page 10) 
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TODAY, 

SUPERMARKETS 
WANT TO ELIMINATE 
GRINDER DELAY... 


MOVE BAGGED COFFEE 


FASTER 


Meet the demand with pre-ground coffee 


in extra protective cellophane-lined bags 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’ll want to stock more 
of your coffee. 


Why “K”"’ cellophane-lined bags? Be- 
cause new “K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshness and flavor people 
want. “‘K”’ cellophane is tough. Tests 
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prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new “‘K’”’ cello- 
phane liners are economical. 


So profit from thesupermarket trend 
to pre-ground bagged coffee by using 
“K” cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


KEPT 
FRESH IN 


pat orf 
BETTER THINGS FOR BETTER LIVING 


L 


YOURS FREE! 
4-Page Booklet, New 
Bag Liner for Coffee’’ 


E. I. du Pont de Nemours & Co. (Inc.) 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 

Please send me my free copy of Du Pont’s 
booklet, “‘A New Bag Liner for Coffee.” 


Name, 


Firm 


Street. 
City 
State. 
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England turns to the coffee cup 


(Continued from page 8) 


COFFEE Road-Make it Coffee’ and “For Safety's Sake Stop For a 


Coffee Break”. With the high rate of road accidents in 
| Great Britain, these posters are very popular for promot- 


| ing coffee and are serving a useful purpose to road users. 
importers “in g a useful pur 


| The Association has been running two national compe- 
and agents | titions for the past 3 years, one being the Perfect Coffee 
_ House Girl Competition and the other the Window Dis- 

* | play Competition. The Perfect Coffee House Girl Compe- 
SLICE I9IA | tition is open only to ladies actually serving in coffee 


houses and the winner receives a silver challenge cup, 
which she keeps for a year. At the last competition 25 
| young lad’es were inv‘ted to attend the final round at the 
Soho Fair, where they served coffee to chosen celebrities, 
before a distinguished panel of judges and an audience of 
| 500/600 people. By advertisements and circulars, retail- 
| ers in Great Britain are invited to enter the Window 
Display Competition. Suitable cash prizes are awarded 
for each of the seven regions into which the country 


MEMBERS is divided for the competition. Winners also receive a 


NEW YORK COFFEE AND | 
SUGAR EXCHANGE INC. BaF Go Take A Walk Department... 


... Dr. Barbara Moore, who recently hiked across 
the United States is confident that she has awaken- 


NEW YORK COFFEE AND ed Americans to the joys of walking, also to less 
SUGAR CLEARING ASSOCIATION meat eating, and coffee drinking. Fi, on the latter 


point, Dr, Moore! 


NATIONAL COFFEE ASSOCIATION 


special diploma, which they can display on their premises. 


GREEN COFFEE ASSOCIATION | These competitions are highly successful and shopkeepers 
OF NEW YORK put a host of new ideas into a two week display in their 


windows to draw the housewife’s attention to coffee. In 

1960, owing to the high standard of the displays for 

| which photographs were submitted, it was decided to 

award each entrant not successful in winning a prize a 

“Highly Commended” diploma, together with a Premium 

| Bond Voucher. The publicity value of this competition is 

evidenced by increased coffee sales. 

The Association recently produced a coloured film 

| Golden Fragrance’, showing how coffee is grown and 

tad A MACKEY | prepared in producing countries before shipment. It 

« e | shows coffee being unloaded in the Port of London, taken 

_ to warehouses in barges, and later being blended, roasted 

and Com pa ny Inc | and ground, before final packaging by the roaster. Three 

/ : methods of making coffee are also shown. The film is 

very popular with schools, technical colleges and women’s 

institutes, who at the same time are given the leaflet 
“Here's How to Make Good Coffee always”. 

As one national newspaper puts it, the English nation 


91 FRONT STREET | “looks forward to the day when fine coffee can be sold be- 


NEW YORK 5, N. Y. | low the price of tea, This would send coffee drinking up 
tremendously’. 
CABLE ADDRESS "MACKCHAND" 
It would indeed be a curious situation if we in Great 
Britain switched to coffee, just as the Americans are drinking 
| more tea. 
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GET YOUR 
FULL 


MEASURE 
THE 
COFFE 


wi 


BOOST YOUR SALES 
WITH THIS CBI 
APPROVED COFFEE 
MEASURE 


It’s a known fact that 
women like to use coffee 
scoops. And this Ap- 
proved Coffee Measure— 
designed by PACB and 
approved by the Coffee 
Brewing Institute—is the best yet! It has the 
same capacity as the old standard coffee meas- 
ure. But the graceful new shape is more efficient. 
It makes it easy to get the last bit of coffee from 
the bottom of the can. Here’s how it can boost 
sales. The new measure helps your customers 
make richer, better-tasting coffee. And it puts 
an end to coffee stretching. ‘Today, 
your customers get 62.2 cups of coffee 
per pound. If they use the Approved 


SEND FO 
COMPLETE 


Coffee Measure, coffee 
consumption can increase 
by almost 50%. Your coffee 
will move off the sheif that 
much faster. PACB is offering 
the Approved Coffee Measure at 

10¢ each in every consumer ad for 1960-61. You 
can buy them at the Bureau’s quantity prices for 
use as an in-pack offer or a giveaway with every 
sale of your brand. You can have your brand 
name imprinted on the side or embossed on the 
bottom of the measure to give a permanent 
brand identification in your customers’ kitchens. 
For samples of the Approved Coffee 
Measure, a price list and full details, 

mail the coupon today! 


INFORMATION 


Advertising Department, Pan-American Coffee Bureau 

t 120 Wall Street, New York 5, N.Y. 

i Gentlemen: Please send me samples of the Approved Coffee Measure 
r with complete information and price list. 


Name 


Address 
City State 


Zone 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma. The U. §S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 
heartier coffee 
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BRAZILS 
ARE 
PREFERRED 


120 WALL STREET, NEW YORK 5, N. Y. 


THE BRAZILIAN COFFEE INSTITUTE 
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5 important steps in our service to the 
Tea Trade 


OLD SLIP 


Warehouse, Inc. 


Tea Storage 


Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIRIES TO MAIN OFFICE 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 


38-39 SOUTH ST. 


or Field 
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MARKETS 


Teamwork is an essential factor in the impressive pur- 


chases of coffee by the military services. How it has 


been accomplished successfully is explained in this article. 


commercial coffee roasters 
and the armed forces 


Five years have elapsed since the first NIPs (Notice of 
Intent to Purchase) asking for bids on approximately 
8,000,000 pounds of roasted and ground coffee for the 
Armed Forces valued at $5,686,000 were mailed by the 
Military Subsistence Supply Agency (MSSA) to several 
hundred commercial coffee roasters. 

Fifteen plants who were successful bidders and were 
located in twelve cities met delivery schedules almost 
without a hitch. Today, many of these same firms con- 
tinue to get a share of the Armed Forces coffee require- 
ments. Others, too, are now sharing in this government 
business so that as many as nineteen plants have been 
successful during a month's production. These are simply 
paper statistics but they are what make this volume of 
business possible and successful. 

To begin with, there must be teamwork between the 
parties concerned to produce this volume successfully. 
This teamwork must be based on an understanding of 
Army requirements and of industry's problems. Fur- 
ther, there must be confidence in each other and an 
understanding of each other's problems. 

The coffee roaster who has established a national repu- 
tation for a high quality product and integrity in oper- 
ations likes to feel that all competitors for the govern- 
ment’s business are also being required to maintain ade- 
quate quality control and inspection on the same basis. 

One of the first steps in consummating this successful 
partnership between the coffee industry and the Armed 
Forces was the establishment of a Coffee Branch in the 
MSSA Quality Control and Inspection Division. The 
function of this Coffee Branch is to safeguard the in- 
tegrity of the Armed Forces roasted and ground blend 
of coffee produced in every roasting plant, large or small, 
a continuous roaster, one batch roaster or a dozen, small 
business or big business. 

This relationship is initiated by the coffee roaster when 
he evidences a desire to bid on Armed Forces coffee re- 
quirements. The contracting officer of MSSA then re- 
quests the Coffee Branch to make a pre-award survey of 
the coffee roaster’s plant. Through this survey, the MSSA 
coffee specialists are enabled to understand the roaster’s 
problems. They must be familiar with the tools with 
which he has to work (such as Jubilee Batch Roasters, 
Thermalo, Monitor, Gump, Commercial or other con- 
tinuous roasters, etc.). 

Such a survey will be made by a specialist who is 


AUGUST,” 1960 


thoroughly familiar with coffee processing equipment. 
He will want to know the layout of the equipment, 
whether or not one portion of the plant can be devoted 
to Armed Forces coffee at the same time the contractor 
is running coffee for commercial sale, whether or not 
there is danger of commingling chops during production, 
as well as many other questions. 

This survey is frequently the basis for determining the 
size of the award which can be made by the contracting 
officer. It is the cornerstone of the partnership between 
industry and the Army Quartermaster Corps. The fact 
is that coffee specialists in industry are dealing with 
their counterpart, experienced coffee specialists in the 
Armed Forces. They talk each other's language and are 
working for the same objective: to give the soldier, 
sailor, airman, and marine the best cup of coffee that 
can be produced at a moderate price. 

When you have run a highly successful business for 
many years, it is not always easy to have an outsider come 
into your plant and tell you that your roast is too dark or 
your grind is too coarse for Armed Forces needs. But 
it has been done with a mutual understanding, and in- 
dustry and the Armed Forces have worked together 
harmoniously in this respect. 

In industry, regional roasters are catering to their im- 
mediate area where consumer quality preferences of cof- 
fee have been established from generation to generation. 
The Armed Forces, however, cater to a cross-section of 
the entire United States and must have only one standard 
of quality to supply the serviceman whether he comes 

(Continued on pge 17) 


Anton G, Jedlicka, author 
of this article, has long been 
known as the “Mr. Coffee” 
of the Quartermaster Corps. 
He is in charge of the coffee 
testing branch, Quality Con- 
trol and Inspection Division 
of the Military Subsistance 
Supply Agency in Chicago. 
Mr. Jedlicka’s long assoct- 
ation with the Army as a 
coffee expert began in May, 
1947. 
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Our offices are strategically located. ready to serve you, 


at the three Principal coffee ports and the major coffee 


distributing center of the mid-west. 


Representation over the years with the most reliable 


coffee shippers in the countries of production. 


Over 64 years experience as coffee brokers and agents 


in meeting the needs of green coffee buyers. 


A conscientious and dependable service offered to coffee 


roasters by our Coast-to-coast organization, 


RUFFNER, McCDOWELL & BURCH, INC. 


Coffee Brokers and Agents 


Established 1896 
NEW YORK: 98 Front Street 


CHICAGO: 408 w. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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(Continued from page 15) 


from New Orleans, Minneapolis, Los Angeles, New York, 
or St. Louts. 

How well this is accomplished can best be seen when 
a half dozen or more production samples from as many 
different plants throughout the United States are placed 
on the Coffee Branch testing table. Usually in these 
samples the roast and color match the standard, the 
grind meets the sieve test, and the cup quality ts as unt- 
form as can be achieved when only two growths of 
coffee are blended on a fixed ratio by widely separated 
roasting plants, 

This reflects the ability of the roaster to perform and 
the MSSA inspector to judge the performance so that 
the end result is a coffee that meets Armed Forces stan- 
dards. Any deviations from normal are immediately 
called to the attention of the personnel responsible in 
the area inspection office. They, in turn, take necessary 
action to correct them. Thus costly errors are prevented 
and delays in deliveries avoided. 

Subsistence inspectors are frequently college - trained 
food technologists. They must take a two-weeks’ course 
of training in coffee processing and inspection at the 


IF Blame it on tea... 

Henry Cabot Lodge responding to 
queries on why he lost his senatorial seat to Rob- 
ert Kennedy some years back vented his wrath on 
a segment of our trade. “Blame it on those damn- 
ed tea parties,” said Lodge, referring to Kennedy's 


reporter's 


vote getting tactics 


MSSA Coffee Branch before being assigned to a con 
tractors plant. 

The inspector has rigid controls and inspection pro- 
cedures which he must observe throughout each contract 
from the time the green coffee is received and processed 
through blending, roasting, grinding, and packing. This 
process will require the inspector's presence in the con- 
tractor’s plant during all processing operations. These 
controls and inspection procedures were devised by MSSA 
cotfee and inspection specialists and have been coordin- 
ated with representatives of the coffee industry. They 
are rigid, but reasonable. Further, they are workable 
according to the standards of the leaders in the industry. 

The first hurdle a chop of green coffee will meet be- 
fore it can be used on an Armed Forces contract is the 
National Coffee Association grading at the port of entry. 
There a disinterested group of three graders will either 
approve or reject coffee tendered by an importer or the 
roaster himself for use on an Army contract. 

If approved, a portion of the green sample will be 
sent to the Coffee Branch in Chicago where it is further 
tested for individual characteristics by three coffee special. 
ists whose combined service in the industry aggregates 
over a century and a quarter. They advise the roaster 
and the inspector as to its usage in the basic blend of 
70% Santos and 309% Colombian. 

In the meantime, a sample of whole bean roasted cof- 
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fee has been furnished the contractor and the inspector as 
a standard for color determination during production. 
This standard must be met with only slight variations 
predicted on the type of roasting equipment used. The 
limits of particle size for the universal grind required 
are based on a sieve tesc with only slight specified toler- 
ances being acceptable. 

A steady flow of production samples from plants 
throughout the United States comes to the Coffee Branch 
where they are subject to a check for color of the roast, 
degree of the grind, and cup test. This final cup test 
gives the necessary information as to how the various 
chops have harmonized in the blend. 

Should the cup quality of the production sample be 
judged below average as a result of some characteristic 
in one of the chops, the original test report on each 
chop of coffee is rechecked. Frequently as many as 
twelve or fifteen separate cups are brewed to evaluate 
accurately the impact of such characteristic on the end 
product as it is to be made in the mess hall. 

Occasionally, it is necessary to advise the roaster to use 
more of a certain chop of coffee or use it sparingly, as 
the case may be, to smooth out a blend due to some pro- 
nounced characteristic found in the cup test. However, 
the Coffee Branch that the 
limited only to those coffees that have been certified, 
and consequently, lacks the flexibility he has in produc- 
tion for commercial use where he can make substitutions 


recognizes contractor 1s 


as desired. 


During production on each contract, the inspector 
maintains a daily cumulative inventory of every chop 


of coffee being used in the blend. At the completion of 
the contract, these inventory forms are mailed to the 
Coftee Branch where the daily usage of each chop of 
Santos and Colombian coffee is tabulated. This check 
determines whether or not the prescribed formula of 
70% Santos and 300 Colombian has been adhered to. 

A continuation of the high standards which have 
marked the first five years of relationship between the 
cotfee industry and the Armed Forces in the procure- 
ment and quality control of military coffee requirements 


can only result in one thing—an enjoyable cup of coffee 


for the soldier, sailor, airman, and marine. 


"MR. GRIMES, A FORMER SENATOR IS A MEMBER OF THE 

ELKS, THE LIONS, AND THE ROTARY CLUB. HE IS ALSO 

PRESIDENT OF THE P.T.A.. COMMANDER OF THE AMERICAN 

LEGION, AND A MEMBER OF THE LEAGUE OF HONEST 
COFFEE LOVERS." 
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GREAT CONTAINER IDEAS COME FROM 


HEN Mother Nature created the 
We arte she gave him a comfortable 
house to live in. Mr. Turtle’s portable, 
protective covering illustrates a con- 
tainer that does what it’s supposed to 


do... . best! 


COFFEE 


Vacuum pack .. . a forever-fresh sales approach! 


In the grocery field, Canco’s Vacuum- 
Pack Coffee Can illustrates a container 
that does what it’s supposed to do. . 
best! Vacuum sealing pioneered by 
Canco keeps the product’s fresh flavor 
in by keeping air out. The improved 
self-tracking tear strip is easiest to wind 
... Wins new customers and the rewards 
of repeat business. 


To help boost your sales and profits, put 
Canco’s aggressive team of research, 
manufacturing, and marketing experts 
to work for your products. 


CANCO DIVISION 


AMERICAN CAN COMPANY 
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@ LEGAL PROCEDURE 


The following article is the second in Coffee and 
Tea Industries continuing series on the legal as- 
pects of our trade. Author Howard Newcomb 
Morse discusses the problems attendent in a ship- 
ment of tea classified as ‘inferior to standard in 
quality"... 


Eight packages of tea were imported into the Port of 
New York on the steamer Adana by an importing firm. 
The tea was entered for import at the New York custom 
house and was stored in a bonded warehouse. At that 
time certain standards which were selected by the board 
of tea inspectors had been put in force by Treasury resu- 
lations under a federal statute known as the tea inspection 
act. 

The eight packages of tea were embraced in the class 
known as “Country green teas,” numbered 7 on the list 
of standards, The tea was examined and was rejected as 
“inferior to standard in quality.” By the term quality as 
thus used was meant the cup quality of the tea, that 1s to 
say, its taste and flavor. 

An appeal was taken by the importer to the board of 
general appraisers, and that board certified to the collector 
of customs that “the said tea is inferior in quality to the 
standard prescribed by law,” and accordingly overruled 
the appeal. The importer applied to the collector for 
permission to withdraw the tea for consumption, on pay- 
ment of the duties. The request was refused. 

Application was then made for the release of the tea 
from bond in order to export it. This was also refused 
on the ground that the tea had been finally rejected under 
the federal statute more than six months previous to the 
application, The tea was ordered destroyed. 

The importer brought an action in the Supreme Court 
of New York County, New York, against the collector of 
the Port of New York to recover damages for the alleged 
wrongful seizure, removal and destruction of the tea. The 
action being on account of acts done by the collector under 
the revenue laws of the United States, it was removed 
on his application to the federal court for the Southern 


Howard Newcomb Morse, author of this series, 1 
a recognized expert on legal matters. In 1948 and 1949 
he was Professor of Law at John Marshall Law School 
in Chicago. In addition he was admitted to the Ba 
if the Supreme Court of the United States in 1949. 

While the series to date has encompassed the legal 
aspects of various areas of interest to the coffee. tea and 
ipice trades, Coffee and Tea Industries would welcome the 
comments of readers as to subject questions which would 
benefit the trade. Readers having questions along these 
lines are imuvited to submit their interests to Editor, 
Coffee and Tea Industries, 106 Water Street, New York 


Barrister’s Brew 


District of New York 

The chairman of the board of tea experts of the Treas- 
ury Department testified that the standard for Country 
green teas in force at the time the tea in question was im- 
ported was Hyson of a Fine Teenkai, or No. 6 on the list 
of standards, and that before fixing this standard “the 
board made diligent search for any Country green teas of 
lower grades—Hysons of lower grades—of pure teas on 
the New York market obtainable by the trade, and were 
unable to find any.” The term Hyson indicated that the 
tea was made out of the coarsest leaves, The tea in ques 
tion differed only in respect to the cup quality from the 
govermnent standard; the evidence for the government 
being that it was “a tea of a decidedly low grade, .. . a 
pure tea, but of low quality.” 

The importer claimed that the statute under which the 
collector of the port acted was unconstitutional. The 
court rendered judgment in favor of the collector, holding 
that the statute was constitutional. The importer appeal- 
ed, contending that the federal statute conferred authority 
to establish standards, and that such power is legislative 
and cannot constitutionally be delegated by the Congress 
to administrative officers, 

The Supreme Court of the United States rejected the 
importer's contention and sustained the decision of the 
lower court. The Supreme Court ruled that where a 
statute acts on a subject as far as practicable and only 
leaves to executive officials the duty of bringing about 
the result pointed out and provided for, it is not uncon- 
stitutional as vesting executive officers with legislative 
powers. 

The Supreme Court stated: “The claim that the statute 
commits to the arbitrary discretion of the Secretary of the 
Treasury the determination of what teas may be imported, 
and therefore in effect vests that official with legislative 
power, is without merit. We are of opinion that the 
statute. . .express the purpose to exclude the lowest grades 
of tea, whether demonstrably of inferior purity, or unfit 
for consumption, or presumably so because of their in- 
ferior quality. This, in effect, was the fixing of a primary 
standard, and devolved upon the Secretary of the Treasury 
the mere executive duty to effectuate the legislative policy 
declared in the statute. Congress legislated on the 
subject as far as was reasonably practicable, and from the 
necessities of the case was compelled to leave to executive 
officials the duty of bringing about the result pointed out 
by the statute. To deny the power of Congress to dele- 
gate such a duty would, in effect, amount by to declaring 
that the plenary power vested in Congress to regulate 
foreign commerce could not be efficaciously exerted.” 
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Summer and iced coffee go together. 


And, more and more American packers 


are finding that Guatemalan coffees in their 


blends improves the flavor of iced coffee, 


as it does for hot coffee. 


It’s just one more reason you should 


join the swing to Guatemalans, today. 111 Wall Street 
New York 5, N. Y. 


Telephone: 
BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 


Have you ordered your copy of Bulletin #7? If 
not, write for it today — it’s free for the asking. 
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There is probably no factor of more im- 
portance to sales than that which is exerted 
by the label on your product. Eye appeal 
can make all the difference in the world 
to whether your product maintains its place 
in the sales pattern of your merchandising 
area or whether it becomes a space filler 
in the market place. An attractive label is 
basic. Its place as an eye-stopper and sales- 


stimulator cannot be underestimated. 


Your label is important .. . 

as an effective marketing tool 
But there are requirements which 
can help it do its job effectivel) 
First, it should have the advan- 
tage of being thoroughly con- 
sumer tested. Color or hue can 
exerl a specific impression. Like- 
wise lettering and identifying il- 
lustration are important factors im 
brand identification. Giving the 
consumer a better product is re- 
quired, but the major selling fac- 


tor in today’s world of super- me 


markets often rests in great meas- Ie” 


ure on the image that greets Mrs. 
Housewife on the shelves of her 


First reactions toward a product are made on the 
strength of your label. That's why it's important 
that it be effective. Here are some of the reasons 


which motivated Borden's recent change. . . 


does your label 
reflect your product? 


be underestimated in the design of an effective label. 

local store At Strawberry Hill Press, printers of Borden's new label, dominant colors are exposed } 
to photovolt meter tests. In addition other critical tests are made of colors to ascertain 
how they will look under daylight and other lighting conditions. 
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The importance of color cannot 


@ LABEL DESIGN 


Recently, The Borden Company, decided 
that the time was ripe for a redesign of 
their instant coffee label. Although instant 
coffee in its present form is a comparatively 
recent development, Gail Borden manu- 
factured a concentrated coffee-milk product 
as early as 1867. It was marketed by the 
Borden Company until the late 1920's. 
Instant coffee received its real boost dur- 
ing World War II although none was sold 


Borden s 
s Borden s 
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for public consumption because of the 
needs of the armed forces. Between 1945 
and 1947 sales volume at retail catapulted 
from $10-million per year to $440-million. 
The demand is still growing. 

When Borden recently introduced its 
new instant coffee, it set out to design a 
new label which would reflect an im- 
portant change in the nature of the coffee 
formula used. Aroma, flavor, and the im- 
proved blend had to be worked into the 
design which the company wanted. 

“Our overall objective,” according to 
Dixon & Parcels Associates, Inc., industrial 
designers, “was to achieve a label which 
would reflect the product's rich coffee 
aroma and delicious home percolated flavor 
without drastically altering the familiar 
label which had achieved such a strong con- 
sumer franchise in the market place.” 

Accordingly, Borden’s familiar red, white 
and dark brown color scheme was retained, 
and the subtle quality emphasis was achiev- 
ed through changes in lettering, illustration 
and typography. The illustration of the 
cup of coffee, which occupies a dominant 
position on the label, was reproduced from 
an oil painting showing a fine porcelain 
cup edged in gold. An aromatic wisp of 
steam was shown rising from the cup 
towards the familiar Borden's logotype. 
Depth of the coffee color in the cup was 
carefully chosen to project a feeling to 
the consumer that the coffee was rich and 
fullbodied in flavor without being too 
strong. A thin, handlettered script of the 
word ‘‘coffee’’ and the legend, “Fresh Per- 
colated Flavor,” were used to add to the 


impression of the product's aroma and 
taste. 

Perhaps even more so than in any other 
printing process faithful reproduction, 
especially in the matter of color, is extreme- 
ly important in labels. At Strawberry Hill 
Press, Long Island City, printers of the 
Borden labels, a rigid quality-control pro- 
gram was followed in order to assure ex- 
act color match and precision “register” 
throughout the press run. 

The Borden labels were letterpressed on 
five-color rotary presses taking a sheet 48” 
x 71”. Prior to printing the Borden order 
specimen labels were subjected to further 
tests. These included spot checking in a 
testing area of the printing plant painted 
in neutral gray—a color which was especial- 
ly formulated for use in checking using the 
Macbeth Daylighting System. This  sys- 
tem assures that matching of critical colors 
under varying light conditions has been 
achieved. 

A further color-matching test is made 
in the Macbeth Cabinet (photo #1) 
equipped with two lighting circuits; one 
for daylight illumination (north light); 
the other for a more critical comparison of 
colors which may look alike in daylight but 
vary under other lighting conditions. Under 
the horizon light if, for example, the yel- 
low is too orange or green this will be 
clearly shown and ink formulas can be ad- 
justed accordingly. As a still further test 
in the processing of a label dominant colors 
are necessarily exposed to photo-volt-meter 
tests. As shown (photo #2) this test 


(Continued on page 25) 


Critical examination of colors used in 
| Y printing of labels is made with the aid 
| ove ede of MacBeth Cabinet, equipped with two 


lighting circuits; one for daylight illumina- 
tion (north light); the other for compari- 
son of colors which may look alike in day- 
light but which tend to vary under other 
lighting conditions. 


One important factor in label selection is in the amount of durability. In the picture 
above, Borden's label is being processed with a "rub-tester" to determine the amount 
of punishment it will take under conditions of shipping and handling. A 20-minute test 
by this machine is equivalent to rubbing which might occur on a coast-to-coast shipment. 
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ITS EASY YOUR WAY 


in the coffee and tea industry. And, it’s one reason your advertising 
dollar should be spent in the right direction. That's why COFFEE AND TEA 
INDUSTRIES, with 83-years of publishing experience to draw on, is a must 
When it comes to publicizing your product. We're proud to admit that some 
of our present advertisers are the same ones who started with us way back at 


the turn-of-the-century, and before. 
That, we think, means we've done the right kind of job for them. 
And, it is that same job we can do for you. From the grower and transporter, 
right on through the processor and ultimate buyer, our circulation reaches the 
people who are important to you. COP FEE AND TEA INDUSTRIES couples 
your advertising coverage with an editorial format which makes readership, 


and sales. 


Next time you're considering advertising for the benefit of people who count, 
think of COFFEE AND TEA INDUSTRIES. 


It won't be hard. Because, quite naturally, we're the trade publication which 
comes to mind first. It’s been that way for &3-yvears! 


COFFEE AND TEA INDUSTRIES, 106 WATER STREET, NEW YORK 5, N. Y. 


INDUSTRIES and The 


COPFEE TEA 


Flavor Field 
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does your label reflect your product? 
(Continued from page 23) 


assures that color intensity does not vary 
beyond an established range. 

The reader may ask the question as to 
why all of this testing becomes a necessity 
in the preparation of a label. Perhaps the 
best answer to this question has been 
proven in the tests made by such organi- 
zations as the Color Research Institute. 
Color adds new realism to package and la- 
bel design, and in doing so endows the 
pictured food with consumer appetite ap- 
peal. It thus makes its mark in sales of 
your product. 

But there is even more to be considered 
in the processing of a label. The manufac- 
turer must be assured that the ink used 
will not scuff during shipment. In the 
processing of the Borden label a “rub- 
tester” was employed to measure the degree 
of scuffing which takes place under condi- 
tions of shipping and handling (photo 
+3). It is estimated that a 20 minute test 
of a label by this machine is equivalent to 
the rubbing which a label might be sub- 
jected to during a trip by truck to the West 
Coast and back, 

Still another ink test is made to deter- 


mine the absence of odor. To this end 
sample labels are placed in a glass jar which 
is heated in a special oven. Any noticeable 
odor emanating from the jar at the end 
of this period is cause for changing the ink 
formula. Here again the reasons are 
simply explained. The average housewife 
is sensitive to such a foreign encrouchment 
particularly in the food line. Such odors 
could well be the cause for her changing 
her brand allegiance if they were notice- 
able. 

What does all this add up to? Labels are 
more important than they would seem at 
first thought. Their place in the expanding 
market battle cannot be underestimated as 
the packager of coffee and tea battles for 
shelf space. Labels provide the necessary 
ingredient to suggest to Mrs. Consumer 
the fact that she is an accomplished home- 
maker. 

Borden’s found a new label design a 
matter of practical consideration, one in 
which an improved design, color realism, 
and crisper, sharper reproduction, help to 
move their product. 

Such a consideration might well be an im- 
portant area of thought for the packager of 
coffee or tea who is presently finding his 
sales movement sluggish. 


IMPORTERS, ROASTERS, RETAILERS OF FINE COFFEE 
REPRESENTED IN 


BRAZIL AND COLOMBIA 


BY THE 


AMERICAN COFFEE CORPORATION 
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ROUTE OPERATIONS 


Between 1911 and 1915, the horse-drawn 
wagon pictured delivered coffee in New 
Orleans for the Standard Coffee Company. 
One of the few snowfalls in the city's his- 
tory is recorded in this early photcgraph. 


The Standard Coffee Company, 
headquartered in New Orleans, 
thrives on new accounts. And, since 
the company’s wagon route Opera- 
tions have been going strong since 
early in the century they feel that 
they've discovered the necessary in- 
gredients for keeping their routes 
active and progressive. Not the least 
of the latter discovery has been 
Standard’s continued insistence on 
the best grade of coffee, top flight 
personnel, and a varied selection of 
premiums. All of these have en- 
abled the company to maintain and 
enlarge their share of the growing 
market in the South, and in southern 
California. 


THE IMPORTANT FACTORS 


The various factors already men- 
tioned have always been significant 


Standard maintains its sales with quality 


to Standard Coffee. One of the most 
important, according to U. L. Roy, 
the company’s eastern regional sales 
manager, has been in the selection of 
personnel. In a wagon route oper- 
ation, Roy feels that this cannot be 
too highly stressed. Accordingly, 
route operators are chosen only from 
those people whom he feels have the 
necessary potential to fit them for 
later managerial positions. No dead 
wood need apply for a post on Stan- 
dard Coffee's routes, and those who 
might slip through unnoticed are 
quickly pruned from the company 
payroll, Few manage to reach this 
stage however since Standard has 
made an especial point of screening 
all employees through the medium of 
expert personnel people, and tests. 

Obtaining the correct truck for the 
job has become an important factor 


CORPFEE & TEA 
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in personnel relationship on wagon 
routes. The walk-in truck with slid- 
ing door is by all odds the favorite of 
these operators who maintain their 
route within city limits. The reason, 
Mr. Roy has found, is that this type 
truck helps in cutting down the fa- 
tigue factor. For suburban areas 
trucks with side opening hinged 
panels are the preferred type. Those 
with hinges at the top were re- 
jected after trial when it was found 
that they were tiring to the men. 
While it would seem that the com- 
pany is overzealous in its approach 
to such problems, the results have 
been beneficial in maintaining excel- 
lent employee relationships. 


PREMIUMS AND COFFEE 


Standard Coffee Company — has 
found throughout the years that pre- 


Today Standard Coffee delivers 
to its customers throughout the 
South, and in California, with the 
aid of a fleet of modern, radio 
equipped Chevrolet trucks. Along 
with fresh, high quality coffee, 
premiums share high priority in 
making friends for the company. 
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miums are a valuable adjunct to cof- 
fee sales. Route trucks merchandise, 
besides coffee and a general line of 
groceries, an impressive line of selec- 
ted hard goods. Included in the lat- 
ter are such items as electrical ap- 
pliances, cooking utensils, blankets, 
bed linens, table cloths and a selec- 
tion of stainless and aluminum flat- 
ware. 
Although 
been placed on home goods in re- 


additional stress has 


cent years, the company’s premium 
coffee, uniform in quality and flavor 


continues to be of utmost importance 
in the wagon route operation. The 
coffee is roasted and processed 


Standard’s New Orleans facilities 
with quality control being stressed 
throughout. Most of the hard goods 
and linens are purchased in quantity 
from Chicago suppliers, with a ware- 
house being maintained in the Cres- 
cent City where merchandise can be 
stocked and supplied to route opera- 
tors with a minimum of red tape. 
Credit has never been stressed in 
Standard’s wagon route operations. 


TOMLINSON 


SERVICE 


TOMLINSON 
No-Drip Faucet 


NO-DRIP faucets and fittings 
have been the quality leader in 
the industry for nearly half a 
century. Used as standard equip- 
ment by leading urn manufac- 
turers, they are also recognized 
by dealers and coffee companies 
as the most economical and de- 
pendable faucet units made. 


Equal to TOMLINSON quality 
and engineering is TOMLINSON 
SERVICE. Ali orders—regard- 
less of size—all special applica- 
tions—receive the same prompt 
and courteous attention. TOM- 
LINSON stocks the most com- 
plete line of standard and special 
faucets and fittings. Because of 
this, TOMLINSON is the num- 
ber one source in the world for 
liquid food dispensing equipment. 


A TOMLINSON faucet is the am- 
bassador of good coffee. Illustrated is 


MODEL R-2A 


the Model R-2A key-cock faucet. 


Millions of these ground-plug units 
have given unsurpassed service on 
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coffee urns for more than 30 years. 


1601 St. Clair Avenue ° 


The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


Cleveland 14, Ohio 


The company discourages large fig- 
ure credit in favor of small sums, $10 
or under. These smaller sums, 
which call for a much more rapid 
turnover, are, according to company 
spokesmen, much more practical in 
terms of the operation. In addition 
they help step up volume. 

There are headaches to a wagon 
route operation, admittedly. But the 
company has found that the competi- 
tion from suburban branch stores, 
and the growing number of discount 
houses, can be offset by superior ser- 
vice. No attempt is made to meet 
the prices of chain stores, nor to dis- 
count prices in any manner. Route 
men counter the effects of these out- 
side factors by explaining fully the 
company’s policy, and the fact that 
they call every two weeks thus as- 
suring the customer of superior, 
fresh coffee at all times. They also 
point out that this also means that 
any premium the customer may buy 
will be kept in top flight working 
order at all times. 

A policy which includes top quali- 
ty fresh coffee, excellent service, and 
an effective line of premium mer- 
chandise have been responsible for 
Standard Coffee Company's consis- 
tent growth and strength for more 
than half-a-century. Coupled with 
well trained personnel, the company 
sees no reason to expect that this 
growth pattern will slacken off in the 
period ahead. 
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Tip-Top Supermarket, Gary, Ind., found an 
appropriate tie-in to Nestle's ‘‘dreamiest 
coffee" theme. In a four-day promotion 
they awarded a mattress, blankets, and 
pillows to the customer who guessed the 
amount of Nestle'’s Decaf instant sold on 
a weekend. 
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The Coffeeman’s Balance Sheet 


The United States Department of 
Agriculture's Foreign Service has 
sued its first estimate of the 1960-61 
world coffee crop. Production is 
placed at a total of 71.3 million bags, 
with exportable production at 58.1 
million. The figure indicates that if 
present estimates hold true the world 
coffee crop will be smaller than the 
record 1959-60 crop by approximate- 
ly ten percent. On the other hand 
the volume of world coffee trade 
during 1960 will probably be close to 
the record 1959 imports of 41.6 mil- 
lion bags, with the upward trend in 
coffee consumption around the world 
expected to increase. 


NORTH AMERICA: The 1960- 
61 North American coffee crop is 
estimated at 9.6 million bags, of 
which 7.5 million is exportable, a 
total about the same as the 1959-60 
crop. 
=" ® The Dominican Republic and 
Haiti are expected to have slightly 
smaller crops in 1960-61, as this is 
the “‘off-year’’ in their production 
cycle, which alternates annually and 
in the past has been very pronounced 
in both these countries. Weather in 
most areas of the Dominican Repub- 
lic has favored the coming crop. 


# ® EI Salvador has had good flow- 
ering for the 1960-61 crop through- 
out almost all the coffee-producing 
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areas. Rains have been favorable, 
and a crop almost as large as 1959- 
60 is in prospect. 


® ® Flowering for the coming crop 
in Guatemala has been fairly heavy 
except in some of the higher alti- 
tudes. Indications are that the 1960- 
61 crop will be only slightly below 
1959-60. 


® ® Honduras and Nicaragua will 
probably have slightly larger crops 
than last season. Growers in Hon- 
duras have increased their plantings 
in recent years and have replanted 
many old, non-productive areas. A 
number of Nicaraguan planters are 
reported modernizing their produc- 


tion methods, 


# ® Mexico’s 1960-61 crop is expec- 
ted to be larger than in 1959-60, 
when a new crop record was set in 
spite of some adverse weather. Grow- 
ers held some quantities of the 1959- 
60 coffee crop longer than normal. 


# ® The upward trend in Panama’s 
coffee production is expected to con- 
tinue in 1960-61. About half of the 
production during 1959-60 was low- 
land coffee, which was neither au- 
thorized for government support nor 
export. 


SOUTH AMERICA: Total 1960- 
61 coffee production in South Ameri- 
ca is estimated at 46.5 million bags, 
including exportable production of 
37.0 million. On an_ exportable 
basis, this would be nearly 18 per- 
cent below the 1959-60 production. 
The decrease in production is ac- 
counted for by Brazil, as production 
in all other countries is expected to 
be as large or larger than the pre- 
vious season. 


# ® Brazil’s 1960-61 crop is esti- 
mated at 36.0 million bags (28.0 
million bags exportable), compared 
with a record 1959-60 production of 
43.5 million (36.5 million was ex- 
portable). Drought early this sea- 
son is largerly responsible for the 
smaller crop. Parana, now the major 
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producing state, is expected to ac- 
count for a considerable amount of 
the decline. 

The exchange premium payable on 
exports of Ist category goods from 
Brazil, specifically green or roasted 
coffee and cocoa beans, was increas- 
ed from 57.64 to 71.64 cruzeiros to 
the U.S. dollar, effective July 1, 1960. 
The increased premium, when added 
to the official exchange rate of 18.36 
cruzeiros to the dollar will result in 
an overall rate of 90 cruzeiros to the 
dollar. 


® ® Colombia is expected to have a 
record 1960-61 crop of 8.5 million 
bags, of which 7.6 million will be 
exportable. Greater use of fertiliz- 
ers, planting of improved varieties, 
and improvements in cultural prac- 
tices are contributing to the antici- 
pated 14 million bag increase over 
1959-60. 


® Ecuador's coffee production is 
estimated to be higher in 1960-61. 
The indicated increase may be at- 
tributed mostly to additional trees 
coming into production, rather than 
larger yields per tree. 


® ® Coffee production in Peru for 
1960-61 is estimated at a total of 
550,000 bags, with 440,000 bags ex- 
portable. A crop of this size would 
be 10 percent above that in 1959-60. 


=# ® Venezuela expects a somewhat 
larger crop than in 1959-60, which 
was a poor season. In April of this 
year, the Second National Conven- 
tion of Coffee Exporters passed a 
resolution calling on the Ministry 
of Agriculture and the Agriculture 
Bank to speed up the coffee program. 
Lack of loan funds has slowed activi- 
ty in this regard. 


AFRICA: The total 1960-61 
African coffee crop is estimated at 
12.2 million bags, with exportable at 
11.8 million. A crop this size would 
be about 8 percent above 1959-60 
and continue the uptrend in produc- 
tion. 
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= ® Coffee has become the most im- 
portant agricultural commodity in 
Angola, despite marketing difficulties 
and price fluctuations. Indications 
are that production will increase even 
though crop diversification is being 
emphasized, There is considerable 
land suitable for coffee, and the soil 
reportedly needs very little chemical 
fertilization, Producers are being 
encouraged in their expansion of cof- 
fee production. 


® 8 Coffee production in the Bel- 
gian Congo (independent Congo on 
June 30, 1960) is expected to reach 
1,250,000 bags in 1960-61. This es- 
timate does not include Ruanda- 
Urundi’s production, previously in- 
cluded with the Congo. The num- 
ber of coffee plantations has been in- 
creasing, as have plantings by the na- 
tive population. Government ser- 
vices providing both technical guid- 
ance and insecticides are credited 
with increasing production. 


® # Word from the Congo predicts 
that coffee will continue to move 
from that area despite the current 
chaos in the country. Trade indi- 
cation are that transactions are light 
however, as the industry experiences 
its normal summertime slump. 


® ® Ethiopia’s 1960-61 crop is esti- 
mated at 900,000 bags, with 800,000 
exportable. 


® Both Cameroun and _ French 
Equatorial Africa are expected to 
show an increase this season, and 
production in Cameroun will very 
likely continue to increase, due both 
to climatic conditions as well as soil 
fertility. The area in new coffee 
plantations is steadily increasing in 
the Centrafricaine Republic of 
French Equatorial Africa. The coffee 
acreage of 62,500 in 1958 had in- 
creased to 73,000 acres by December 
1959. There reportedly is a big po- 
tential for further acreage expan- 
sion, and improved cultural prac- 
tices could materially increase yields. 
In the last two years, many planta- 
tions have followed the recommen- 
dations of the Baukoko experiment 
station and replaced their trees with 
disease-resistant varieties. 


French West Africa’s total 
1960-61 crop is estimated at 2,950,- 
000 bags, with exportable at 2,900,- 
000 bags. As commercialization of 
the 1959-60 crop was slowed down, 
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some of that crop may be carried 
over to the 1960-61 year. Slowdown 
was attributed to tightening of quali- 
ty controls, a delay in the opening of 
the trading season (December rather 
than October), and early rains in 
April 1960 which caused planters to 
turn sooner than usual to other crops, 


® ® Ruanda-Urundi’s 1960-61 crop, 
harvesting of which began in May 
and June, appear very good. Main- 
tenance of plantations has been less 
regular this year, but the harvest of 
coffee from new trees coming into 
hearing is expected to offset this. 


® ® Good rains have fallen over 
most of the coffee-producing areas of 
Kenya. Prospects are for a “bump- 
er’ 1960-61 crop considerably above 
1959-60. The Kenya Coffee Grow- 
ers Association was formed at a 
European growers’ meeting held on 
April 7, 1960. 


The effects of the 1959 cyclones 
are still being felt in the Malgache 
Republic (Madagascar). Some recov- 
ery is expected, however, in the cof- 
fee crop this season. 


Uganda's coffee crop is now es- 
timated at a total of 1,675,000 bags, 
with an exportable of 1,650,000 
bags. The amount of coffee offered 
for sale by Uganda during the 1959- 
60 season has been about equal to 
that of the previous season. When 
the 1959-60 season began, there was 
about 483,000 bags of Robusta coffee 
in stock, 


Travers’ Circular reports that in 
the face of falling prices, Uganda 
has decided to discourage new plant- 
ing of Robusta coffee, particularly in 
Buganda from where most of the 
Robusta eminates. Instead the gov- 
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ernment will encourage growers to 
concentrate on improving the quality 
of established coffee and foster maxi- 
mum production of high grade Ara- 
bica. 


ASIA and OCEANIA: Total coffee 
production for the 1960-61 season in 
Asia and Oceania is estimated at 3.0 
million bags, and exportable at 1.8 
million. This would be an export- 
able production increase of about 16 
percent over 1959-60. 


® ® Favorable weather in most of 
India’s coffee-growing areas promises 
a larger crop in 1960-61 than in 
1959-60, when heavy rains reduced 
the harvest. Total coffee acreage is 
estimated at 260,500. 


Indonesia is looking forward 
to a particularly good 1960-61 crop. 
Weather has been particularly fa- 
vorable, and demand reportedly has 
been good. Arabica coffee, produc- 
ed mainly in Kalimantan and East 
Java, is the highest-priced Indones- 
ian coffee. 


® ® Philippine output of coffee 
should increase as more and more 
young trees are coming into produc- 
tion. The Coffee Roasters Associa- 
tion of the Philippines reports that 
the domestic supply of coffee beans 
is adequate except for the much-de- 
sired Arabica variety. 


PAPUA—NEW GUINEA: Re- 
ports are that these two territories 
are exporting increased quantities of 
coffee. At the moment most of the 
exports are going to European con- 
tinental nations. Exports four years 
ago amounted to only 100 tons. Last 
year the total export tonnage rose to 
970 tons, with an increase in view 
of 1960. 
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WEDDLE TEA COMPANY 


108 WATER STREET, NEW YORK 5 


With a background knowledge 
gained through many years of designing 
superbly effective tea packages 
Weddle Tea Company offers the dis- 
criminating buyer the most com- 
plete line of specialty teas and packag- 
ing available in the tea industry. 


MEMBER—TEA ASSOCIATION OF THE U.S.A. 
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Lipton made sure that those in attendance at recent Republican 
convention in Chicago were kept constantly aware of the com- 
pany's product. In the picture above two of Alaska's delegates 
learn about tea as their cohorts in background sample either the 
hot or iced variety. 


Lipton makes hay with 
politicians and consumers 


Thomas J. Lipton, Inc., made sure that the American 
consumer was aware of their product during the recently 
held Republican and Democratic conventions. Not only 
did their publicity effort last month include reaching 
the American TV audience via sponsorship of telecasts 
of the convention doings, it also included good deeds for 


the assembled delegates. 

At Los Angeles Lipton provided a courtesy helicopter 
service for delegates, newsmen, and candidates to the 
Democratic Convention. The ‘copter provided regular 
service from the Biltmore and Ambassador Hotels in 
downtown Los Angeles, to the Memorial Sports Arena, 
where the convention was held. Appropriately the heli- 
copter was lettered with the wording, “Lipton Lift.” 

For the Republican assemblage Lipton, every afternoon 
during the convention, served iced tea and hundreds of 
cups of hot tea to guests at the Women’s Hospitality 
Suite in Chicago’s Hotel Congress. As one indication 
of the enormity of the task of refreshing delegates Lip- 
ton estimates that 4,000 glasses of iced tea were served 
at one reception alone, that given for delegates and can- 
didates by the Governor of Illinois, William G. Stratton. 

All told, the company is confident that both viewer and 
delegate were aware of Lipton by the time the conven- 
tions came to an end. 


| Coffee advertising on TV 
and in print totaled $42-million 


According to the compilations of Food Field Reporter 
coffee roasters spent about $42-million on their adver- 
tising during 1959. The report further indicated that 
of this amount $14-million went for instant advertising, 
with the balance of $28-million being used to push regu- 
lar coffee. During 1958 expenditures for coffee adver- 
tising totaled $35-million of which about $20-million 
went for instants; $15-million for regular. The totals, 

| which showed an increase of $7-million in 1959 over the 
previous year did not include amounts spent for ad- 
vertising by smaller roasters and chain-store operators. 
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Coffee prices cut as 
commodities hit new low 


The overall commodity market slumped to a ten year | 


low during the month of July. Coffee current prices stood 
at around 4414 cents per pound as of July 20, with Co- 
lombian basic grades 45 cents. Coupled with the tradi- 


| 


tional mid-summer slump coffee merchants found this factor | 
all that was necessary to lower their retail prices in an effort | 


to stimulate sales. As a result the American housewife 
found herself treated to the first overall reduction in the 
price of coffee in more than two years. Most major pack- 
ers reduced their per-pound price by two cents. 

The break in prices started with the announcement by 
General Foods that their Maxwell House, Sanka, Yuban 
and Bliss coffees would be reduced by that figure. Ex- 
plaining his company’s action, Arthur E. Larkin, Jr., man- 
ager of General Foods’ Maxwell House division summed 
up his organization's thoughts in the following way, “al- 
though overall green coffee prices have been relatively 
stable for over a year the downward drift has taken them 
to a point which has made a price cut in roasted and 
ground coffee a practical measure.” He added, “in 
these times of rising prices, regular coffee now represents 
an even greater value to the American housewife.” 

Following hard on the heels of the General Foods an- 
nouncement came word from other major producers. 
Ehler’s, Chock Full O'Nuts, Beech-Nut and Standard 
Brands advised the consuming public that they would fol- 
low a similar pattern of price reductions on their product. 
The Great Atlantic and Pacific indicated that prices on 
company label bagged coffees would be tagged at figures 
ranging from 55 cents per pound for Eight O'Clock, to 
63 cents for the premium Bokar blend. Mid-July price for 
the company’s vacuum packed product was 67 cents per 
The most recent price reduction which had been 


pound, 
announced previously by any of these packers occured 
during March, 1959, when a similar price reduction of 
two-cents had also been announced. 


Ninety-two year old William Kelly (r.) was recently honored as the 
"Mr. Salesman" of McGarvey-Atwood Coffee Co. R. M. McGarvey, 
Sr., makes the presentation of a portrait drawing to Kelly, one 
of the oldest in the United States, who started his 
career in coffee in 1908. 
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THIS BRAND OPENS 
NEW FRONTIERS 
FoR PROFIT! 


Silex 2-Unit 
Electric Warmer 


Silex Automatic 
Coffee Brewer 


Silex Stainless 
Steel-lip Decanter 


Silex 18-Karat 
Gold Plated Carafe 


Silex equipment has 
the flexibility for 

rush-hour efficiency 
or off-peak economy 

. always coupled 

with fast service and 
customer-satisfying 
Silex-brewed coffee! 


Famous Silex 
Vacuum Coffeemakers 


THE WORLD'S MOST FAMOUS NAME IN COFFEE EQUIPMENT 


THE PROCTOR-SILEX CORP., Chicago 38 
Philadelphia © Chicago © Canada 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, ““Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 
commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 
count of 10 percent. 


TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 


The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propogation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and contro! of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 


COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 
106 Water Street, New York 5, N. Y. 


Coffee and Tea Industries 3 
suggests that orders for 
"Advances in Coffee Pro- 
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a second printing of this 7 | 
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Coffee issue looms 
for next U. S. president 


Whoever becomes the next American president will 
find the current world coffee situation a “king-sized” 
diplomatic problem. Most experts agree that the future 
economic growth of the Latin American producing countries 
depends, in some degree, to this countries foreign policy 
outlook in the area. And, since African producing countries 
are a source of some concern to the Latin American pro- 
ducers this too becomes a consideration. 

The New York Times reports that another long term 
consideration will be the evolution of the European Com- 
mon Market. The big question here would seem to be 
whether this market will buy coffee from the dependen- 
cies of its European members, or whether it will come 
in greater quantity from the Latin American producers. 

Not surprisingly the continued emphasis being placed 
on instant coffees will also have policy implications ‘or 
the next president. Since this country presently has no 
import tariff on green or roasted coffees, this area be- 
comes one of the most impressive sectors of free com- 
merce being maintained anywhere in the world. However, 
a tariff of three cents a pound does exist on the importa- 
tion of soluble instant coffees. Should this area of the 
import trade become increasingly larger the Times suggests 
that it may become a controversial point with U. S. manu- 
facturers who may wish the erection of protectionist tariff 


barr-ers. 


Old Judge, Royal Cup 
win advertising awards 


Old Judge Coffee Company, of St. Louis, and Royal 
Cup, Inc., of Birmingham, Ala., have received awards for 
the excellence of their respective advertising campaigns. 
Old Judge received three awards for their campaign at 
the 32nd annual conference of the First Advertising 
Agency Group held in Dallas, Texas. In the TV pro- 
gram award category the company won a citation of ex- 
cellence. The main awards, however, were for their out- 
door and transportation advertising campaign which was 
reported in a feature story which ran in the April issue 
of Coffee and Tea Industries. 

Royal Cup received its award of excellence from the 
National Advertising Agency Network for their con- 
sistently superior Spot announcements on radio. 
presentation was made at the NAAN convention held in 


early July. 


James G. Gill Co., Norfolk, Va., roasters and packers came off 
with top honors for their TV commercial at recent American Com- 
mercials Forum in New York. Gill's Judge Gillbert Fullpot finds 
defendent guilty of not using Gill's blend for good coffee in 
“talking coffee pots commercial. 
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EON ISREAL 
BROS., INC. 


COFFEE IMPORTERS 


NEW YORK 
101 FRONT STREET 


SAN FRANCISCO 
160 CALIFORNIA STREET 


NEW ORLEANS 
300 MAGAZINE STREET 


MEMBER OF 


AGENTS FOR 


LEON ISRAEL AGRICOLA E 
EXPORTADORA S/A (BRAZIL) 


Coffee Planters & Exporters 
Santos Rio De Janeiro 


Paranagua Angra Dos Reis 


Israel (London) Ltd. 


General Agents for Europe 


110 Cannon Street, London, E. C. 4, England 
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MOORE-McCORMACK 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD e BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE ¢ COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 


| other proposed methods. 


HOT OR ICED 


S. A. SCHONBRUNN & CO., INC. 


Grand and Ruby Avenue ¢ Palisades Park, N. J. 


New York Office: 106 Front St., N. Y. 5, N. Y. 


COFFEE TEA 


“Sell-by-Smell” system 
| developed for store use 


There's news from California on the development of 
an electronic device which pre-sells the shopper through 


/ aroma. The unit which will be tested in southern Cali- 
_ fornia supermarkets shortly jetstreams a specific food 
| aroma for a distance of approximately 12 feet. What 


makes this news to the coffeeman is that the manufacturer, 
Food-Aire Co., has so far distilled in solution the aroma 


of coffee, in addition to a dozen or more other scents. 


A spokesman for the company describes the unit as fol- 
lows. “Generally speaking our system does not use a 
heavy spray, which makes it unique in comparison with 
Because the atoma jetstream 
is concentrated on a straight line with the consumer's 
nose, several machines may be used at the same time in 


supermarket operation without chance of conflict.” In 


addition, the company claims that the aroma used by the 
device will not deteriorate and become rancid in actual 


use. 


Blickman comments on 


coffee urn damage 


According to Bruce Blickman, vice president of S. 
Blickman, Inc., New Jersey manufacturers of coffee urns, 
an increasing number of these units are being damaged 
by unskilled maintenance and installation men. The 
trouble, according to Blickman, stems from the fact that 
thoughtless obstruction of safety valves is often intro- 
duced into the unit by this untrained labor . 

“No plumber, architect, equipment dealer, or restau- 
rant man would be so foolish as to impede the safety 
valve of a large boiler,” states Blickman. “But these 
same people do not hesitate to do exactly that to the 
safety valve of a coffee urn. Most urn manufacturers 
provide warnings on the safety valves themselves, and 
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also give complete installation and operating instruc- 
tions. Yet, in our case, collapsed urns with the warnings 
ironically still attached come back with relief valves fitted 
with odd pieces of piping or other restrictive fittings so 
as to make them inoperable.” 

The conclusion is that since valve obstruction can cause 
severe damage to a piece of equipment worth hundreds 
of dollars, with attendent interuption of coffee service, 
it is a wise move to call for the services of an expert 
in making initial installations or changes. 


Despite drought, overall 
tea crop gains 6.1 percent 


The authoritative British, “Tea and Rubber Mail” re- 
ports that of the eight tea producing countries whose 
figures are circulated by the Indian Tea Association, two 
will show a drop in overall crop. Tea production never- 
theless is expected to show an increase of approximately 
6.1-million pounds. The two areas which have registered 
smaller crop figures are northern India and Pakistan, 
where early droughts seriously curtailed output. Ceylon 
production also suffered a setback, off during the month 
of May by approximately 6-million pounds. 

Biggest gains, according to the paper, were made by 
the East African tea producing countries, with British 
East Africa expanding production by 2.6-million pounds. 
Production in the eight producing areas was as follows: 
North India, April/June—101-million pounds, off 13 
percent; South India, Jan./May—74.8-million pounds, up 


10.2 percent; Pakistan, April/June, 6-million pounds, off 
7.5 percent; Ceylon, Jan./May, 204.5-mitilion pounds, up 
12.8 percent; Indonesia, Jan./April, 33.3-million pounds, 
up .1 percent; Nyasaland, Jan./May, 18.5-million pounds, 
up .8 percent; British East Africa, Jan./May, 22.3-million 
pounds, up 2.6 percent; and Portuguese East Africa, 
Jan./April, 12.2 million pounds, a gain of .1 percent. 


Food and Drug Administration 
comments on short weight packages 
A study conducted by the Food and Drug Administra- 


tion indicates that most food manufacturers have been 
coming too close to the “razor’s edge’’ in marking their 
packages with proper weight. In the survey, recently re- 
leased, weight shortages were reportedly found in almost 
39 percent of the packages checked. The study indicated 
further that of all food classifications those most often 
found to be violators were in the coffee and frozen fish 
classification. 

Most of the short weights were found to be less than 
two percent below stated net contents, the survey revealed, 
but 0.5 percent came out short by a total of five percent, 
or more. 

The FDA survey, which was said to have been released 
reluctantly because of the possibility for misinterpretation, 
was based on random sampling of nearly 107,000 packages 
in 35 commodity groups. However, officials pointed out 
that in spite of the sharp rise in seizure cases short weight- 
ing is not considered a high priority problem. 
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United Nations urges 
coffee crop control 


According to the world coffee survey, recently pub- 
lished by the United Nation’s Food and Agricultural 
Organization, production and processing methods used 
in conjunction with coffee remain backward in many 
areas of the world. The report, which was compiled 
from answers to questionnaires sent to some seventy 
countries and territories, indicates that the main problem 
of the industry rests, not in an increase in producing 
areas, but in a “carefully planned decrease.’ The author, 
C. A. Krug, an agronomist in the F.A.O.’s Plant Pro- 
duction and Protection Division, points out that this is 
the only way to effectively establish a sound balance be- 
tween production and consumption. 

The survey notes that from 1952 to 1957, coffee was 
the second most valuable product in international trade, 
surpassed only by petroleum and its by-products. It 
further pointed up the importance of the crop to the 
producing countries as being “socially and politically im- 
portant. 

One heretofore unreported factor is that the majority 
coffee has been established on thousands of acres 
without benefit of prior research work. The 
points out that with the present volume of world coffee 
production standing at an estimated 60-million bags an- 
nually, the amount of research and experimental work 
is proportionately low in relation to the economic im- 
portance of the crop. Twenty-five of the producing 
countries are reported as having no activities in this field, 
with fifteen only recently showing interest in research 
and experimentation. Those countries which were tagged 
as doing “good or excellent’’ work in research are the 
Congo, Kenya, Ruandi-Urundi, Tanganyika, Angola, the 
Ivory Coast, El Salvador, Costa Rica, Brazil, Colombia, 
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WORLD EXPORTABLE PRODUCTION OF GREEN COFFEE 


Puerto Rico, India, Indonesia, and Hawaii. 

The survey also went on to indicate that whereas 
the impression generally is that coffee is an estate crop, 
in reality the majority of plantations are small farm 
enterprises. Of the seventy countries surveyed, the re- 
port shows, a total of thirty-eight (54.3 percent) were 
currently producing coffee crops on small farm holdings. 
Only twelve, 17 percent of the total, produce a crop on 
estate plantations, 

Contents of the document are scheduled for study at 
the F.A.O.’s first technical meeting on coffee production. 
The meeting will be held from October 21-29 at Abidjan, 
Ivory Coast. 


PACB charts the average 
American coffee consumption 


The Pan American Coffee Bureau has 
latest booklet on coffee drinking in the United States. 
The informative charting contained in this publication in- 
dicates that the U. S. drinks 377 million cups of coffee 
a day. This figure represents an average of 2.77 cups 
daily for every person ten years of age and over. 

The study goes on to outline that although the daily 
consumption figure is a drop from last year's high of 
393 million cups daily, coffee still is the undisputed lead- 
er in the beverage field. On a typical day, the survey 
showed, 73.6 percent of the population (ten years and 
over) drink coffee. This compares with the 50.5 percent 
who are milk drinkers, and the 39.2 percent drinking 
fruit and vegetable juices. A still smaller percentage, 
32.1 percent consume soft drinks. 

The Bureau's report attributes the drop in consumption 
this year to the fact that an increasing number of teen- 
agers and young adults are entering the market. This 
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North America 
Salvador 
Guatemala 


South America 
Brazil 
Colombia 
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Africa 
Belgian Congo ...... 
French West Africa 

Uganda 
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Total Africa 
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(in thousands of bags of 60 kilos) 


Estimate 

1958-59 1959-60 1960-61 
1,375 1,540 1,475 
1,200 1,420 1,350 
1,200 1,500 1,600 
2,288 3,160 3,660 
6,063 7,620 7,485 
26,000 36,500 28,000 
6,900 7,200 7,600 
1,190 1,245 1,386 
34,090 44,945 36,986 


1,440 1,550 1,675 
1,490 1,685 1,240 
2,450 2,700 2,900 
1,500 1,600 1,650 
3,524 3,439 4,332 
10,404 10,974 11,797 


1,826 
58,094 


1.571 
65,110 
Field 


TEA INDUSTRIES and The Flavor 


A . 
World Exportable Production ........................ 751,826 


group has traditionally consumed less coffee than its 
elders. 

As a plus-factor in consumption the PACB points out 
the increasing importance of the coffee-break, This year's 
study shows that 74 percent of all non-farm workers take 
coffee breaks and have coffee available during working 
hours. As an example the Bureau cites the fact that 82 
percent of New York area workers take coffee breaks. In 
smaller communities the percentage, while still consider- 
able, drops to 69 percent. Findings of the survey indicate 
that 79 percent of store and office workers presently en- 
joy a coffee break, and 71 percent of factory workers also 


Dates to remember... 
Sixty-eight years ago on August 30, 1892 the first 
practical coffee percolator was patented. The 
patentee, who should be remembered by the coffee 
industry, but isn’t, was Robert F. Randal of New- 
ark, New York. 


enjoy the privilege. The vending machine is considered 
a moving factor in providing coffee for working people 
with units estimated as being available to 19 percent of 
all inside workers. This percentage is up four percent 
over a year ago. 

Bureau figures showed that among coffee drinkers 18 
percent were currently using instant only, while 70 per- 
cent preferred regular. Twelve percent had no particular 


allegience and indicated that they used both types on oc- 
casion. The study also pointed up the fact that a trend 
toward excessive use of water in preparing the beverage 
had apparently been reversed and that the U. S. housewife 
is now making a richer cup of coffee than has been true 
in the past. 


Carter, Macy names Diziki 
president, Bollman retires 


Joseph F. Diziki, a veteran tea man of 33 years stand- 
ing with Carter, Macy Co., Inc., has been elected presi- 
dent of that firm. Diziki succeeds Walter Bollman whose 
successful career in the tea trade dates back to 1908. 
Bollman in his long span of years with the tea trade 
served consecutively with George W. Lane, New York 
tea importers; J. C. Whitney Co., of Chicago, and with 
companies in Shanghai. Joining Carter, Macy Co., in 
1944 he was elected president, remaining in that post 
until his retirement. 

Mr. Diziki has spent his entire business career with 
Carter, Macy. Joining the firm in 1927, he has been a 
part of most of the firm’s operations, from office boy 
and stock clerk to vice president and a director of the 
corporation. Presently serving as treasurer of the Tea 
Association of the U.S.A., he was instrumental in form- 
ing the Tea Club in 1952, a club which now boasts 300 
members from the Tea Industry and allied trades. Mr. 
Diziki, a native Jerseyite, resides with his wife and two 


children in Waldwick, New Jersey. 


stainless steel FAUCET 


New Snap-On Diaphram 
New Shur-Lok Lockring 
No-Drip Shut Off 

Fast Flow 
No Tools Required 
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COFFEES BUILD 
FOR THE FUTURE 


[EON 


IMPORTERS OF fine COFFEES 


GLORIA SUPERIOR® 


LEON TAFFAE CO., INC. 


106 FRONT ST., NEW YORK 5, N. Y. — DI 


MEMBER New York Coffee & Sugar Exchange, Inc. 


Mail this coupon today 


Coffee and Tea Industries 
106 Water Street, New York 5, N. Y. 


Please enter my subscription for a period 


[] CHECK ENCLOSED. (1) BILL ME. 


Rates: $5 a year, $8 for 2 years, $10 for 3 years 


Subscriptions outside the U.S.A.; @ Canada: | year, 
2 years, $9.00; 3 years, $11.50 ©@ All others: | year, 
2 years, $10.00; 3 years, $13.00 @ Payable in American Currency. 


COFFEES 6A 


IS YOUR OFFICE 
Setting too few copies of 
COFFEE and TEA INDUSTRIES ? 


Ceylon looking for 
instant tea firm 


The director of Ceylon’s Tea Research Institute, Dr. 
D. L. Gunn, is looking for an American firm which ts 
willing to produce powdered tea in Ceylon for market- 
ing in the United States. An improved, powdered tea 
has been under development by the Institute for the 
past two years, and is now in pilot production. 

The Tea Research Institute has decided to foster the 
exploitation of the process inasmuch as it would offer 
additional markets for midland medium quality tea, de- 
mand for which is less than for the poorer or better 
quality teas. Since the market desired is in the United 
States the Institute is seeking an American investor with 
marketing channels in this country. Specifically the 
TRI wishes to encourage an American company to invest 
in a powder tea factory in Ceylon, the output of which 
would be marketed through the same company’s market- 
ing outlets. Investors are advised that they might qualify 
for the following inducements: (a) a once and for all 
depreciation allowance in place of an annual depreciation 
in determining corporate income. The allowance rang- 
ing from 331/, percent of the expenditure on buildings 
to 80 percent on short lived equipment; (b) a develop- 
ment rebate in determining corporate profits amounting 
to from 20 to 40 percent of the cost of buildings. 

Possible investors in the project are invited to obtain 
additional information by writing; Dr. D. L. Gunn, di- 
rector, Tea Research Institute of Ceylon, St. Combs, 
Talawakelle, Ceylon. 


Project “Hope” enlists 
aid of coffee trade 


John F. McKiernan, of the National Coffee Associ- 
ation, has advised of plans for the coming trip of the 
S.S. “Hope” from the port of San Francisco to the Orient. 
The ship, a reconverted U. S. Navy hospital ship, will 
carry a medical team of doctors and nurses and will make 
a one year’s cruise to Indonesian and Southeast Asian 
ports in an effort to foster good will, and show modern 
medical methods and health information to people of 
the area. 

A food committee is being formed to furnish ship's 
stores for the trip under executive direction of members 
of the food industry. One request from Stephan H. Alex, 
executive vice president of Project “Hope” has been for 
the National Coffee Association to lend its assistance in 
the procurement of 14,000 pounds of roasted coffee 
(preferably packed in 20-pound tins). It is pointed out 
that although the project is philanthropic companies 
making contributions will receive the benefit of a nine- 
point publicity program which will cover all channels 
of communication, 

Interested members of the coffee trade are advised to 
contact Mr. Stephan H. Alex, 1818 M St., N. W., W ash- 
ington 6, D. C. with a copy to the office of the NCA. 
The NCA has requested the latter information in order 
that it can be of service to donors through its public 
relations contacts. 
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A. L. Ransonorr Co., INc. 


Coffee 


NEW YORK 


Cable Address 


“RANWILLIG” 108 Front Street 


C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


New York 5, N. Y. 


| 79 Wall Street 


BOwling Green 9-6549 


JAMES A. ALEXANDER | 
COFFEE BROKER | 


| 
90 FRONT STREET NEW YORK 5, N. Y. 


| 
| 


Get your COLOMBIAN 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co., Inc. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 


H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 


IMPORTERS - JOBBERS 
COFFEE - TEA 


JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


Coffee Agents and Brokers 


100 Front St. 
"Laticlave" 


Wm. Hosmer Bennett & Son 


J. N. SOARES CO. 


110 FRONT ST. NEW YORK 5, N. Y. 
Telephone: Cable Address: 
WhHitehall 4-8152 ""JOSOARES" New York 

ent for Angolan Shippers 
MEMBER: GREEN COFFEE ASSN. OF NEW YORK CITY, INC. 
NATIONAL COFFEE ASSOCIATION 


NEW YORK, 5 | 


S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
125 Broad Street New York 4, N. Y. 


REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


“REATURN” 
104 FRONT ST. NEW YORK 


ERNEST SINGHOFEN & C0., INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 
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The Product Picture 


he literature listed below contains specialized 
Bt ctor of interest to the readers of COFFEE 
AND TEA INDUSTRIES. It is available simply by 
filling out the coupon at the bottom of the page. 


Enterprise Aluminum Co., has announced a new 

—Club-Size Percolator 
16-cup automatic percolator, Readily adjustable to 
taste preference the personal touch control delivers 
brew from mild to strong. Current switches auto- 
matically to serving temperature when “perking” 
cycle has been completed. 110-120 AC with 6-ft. 
detachable cord. 

—Automatic Case Opener-Packer 

A-B-C Packaging Machine Corp., announces a 
new, high speed case opener and packer that is 
fully automatic for packing cartons or cans. Positive 
automatic feed with no operator required the unit 
can be made adjustable with production capacity up 
to 25 cases per minute, Handles all types of cases, 
stapled, glued or stitched. 

—Label Printer for Plant Use 

A small, inexpensive label printer and die cutter 
for factory and office use is being offered by The 
Paxon Co. The machine prints and die cuts in one 
Operation on pressure sensitive, gummed, heat seal, 
or tag stock, as well as foil or fabric. Rubber print- 
ing plate is set inside rotary die, giving exact regis- 
tration. Change of plates or color can be quickly 
effected. Machine is said to give considerable sav- 
ings to manufacturers for short or long label runs. 

—Coding Machine 

Thomas Engineering Co., offers a production 
coding, marking and printing machine capable of 
three color work. Unit prints a legend up to three 
inches high and 15-inches long using Porelon plas- 
tic rollers. Packers and shippers may have simul- 
taneous three color printing through use of the de- 
vice, 
Weighing System 

Exact Weight Scale Co., Columbus, Ohio, has 
announced a new type machine for high-precision 
continuous weighing. Fully automatic, the unit is 
based on accurately net weighed quantities dumped 
at uniform intervals. The continuous weighing ma- 
chine introduces a new and improved system for 
inserting dry additives into processing lines. Design 
of the machine permits handling of products in 
quantities from 1 oz. to 3 pounds, with hoppers and 
feeder conveyors available in various capacities. 
COFFEE AND TEA INDUSTRIES 
106 Water St., New York 5, N. Y. 

Please send me the following booklets: 
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IBC soluble plan accepted 
by 11 Brazilian firms 


According to the National Coffee Association News 
Letter eleven Brazilian firms have reportedly presented 
proposals to produce soluble coffees in terms of the 
IBC offer made on May 22. In its offer IBC committed 
itself to the sale of one million bags of coffee annually 
from its stocks, at prices ruling in the market, to instant 
coffee plants then in operation in Brazil, or to those which 
were planning operation by December 31, 1961. 

The original IBC announcement st ated that, in the in- 
terest of expanding coffee production, it would guarantee 
(within limits) to buy 80 percent of the instant coffee 
produced by these firms during the first year, lessening 
the amount by 20 percent each year for a period of four 


years. 


Low ebb on New York’s 
Coffee & Sugar Exchange 


For the first time in nearly twenty years a business 
day went by on The New York Coffee and Sugar Ex- 
change in which there were no transactions in coffee 
futures. What made this unusual was the fact that such 
an event had not taken place since October 19, 1940. 
The dearth of activity brought into sharp focus the fact 
that for many months trading in coffee futures has been 
exceptionally slow. 

One factor which was advanced as a possibility for the 
Exchange inactivity on this one day was the recent rash 
of “special purchases.” As reported in the June issue of 
Coffee and Tea Industries one large U. S. roaster earlier 
this year purchased 1,500,000 bags of coffee in a single 
transaction. And, others have been active in this field alse. 

A. L. Ransohoff, president of the New York Coffee 
and Sugar Exchange, commenting on the one day in- 
activity indicated that there was no real significance to 
the event. Instead, Mr, Ransohoff stated, “the only ad- 
equate explanation can be laid at the door of the con- 
tinuing dullness of the market which, coupled with 
slow mid-summer activity, brought on the softness in 


coffee futures.” 


"WE'RE SMALL, BUT WE HOPE TO EXPAND IN A FEW YEARS." 
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FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 


K th B . field h ialist of the Coffee Brewi 

Institute, Incy chats with hostess “Kitty Broman, prior to fist TV REPRESENTING 
i CBI' film, "The L Cool S Event 

on WWLP-TV, Springfield, its two affiliates : BRAZILIAN and MILD SHIPPERS : 


and Keene, New Hampshire. 


Members: 
U. S. youth market, NATIONAL COFFEE ASSOCIATION i 
$10-billion plus GREEN COFFEE ASSN. OF N.Y.C. : 


Coffee and tea people in this country have long been ee 
aware of the importance of the youth market. It’s a mar- = 
ket which offers a $10-billion potential. Even more im- eVoa 
portant is the fact that while this market's consideration 
as an immediate one merits thought, the future in this ae 
area of sales is even more to the point. Unfortunately 
little has been done by our industry to adequately foster 
this market. That's the view of President Robert Stelzer 
of the Student Marketing Institute. 


Stelzer points out that teen-agers are shoppers from 
the word “go.” They are particularly conscious of dis- O ee 
Agents for reliable Shippers in 
Producing Countries 


How's Your Complexion. .. 


... Brazil has announced the use of coffee beans 


for soap. The processed bean oil is used for 
soap preparation; the caffein for soft drinks and — . 
drugs. Main object of the new process is to shave Specializing in 


down the country’s surplus of the commodity. 
BRAZILS 
COLOMBIANS 
VENEZUELANS 


play, demonstrations and literature in their shopping. 
And this material has been found to have its heaviest 
impact when integrated with advertising themes that they 
are completely familiar with. In-school programs are im- 
portant too. By this Stelzer believes that heavier usage 
should be made of teaching aids designed to assist teach- 
ers in their every day duties. Films on the growing of 


coffee and/or tea drinking can be subtlely introduced | ] 
without being actually implied. Byrne, De ay q& Co. 


It is expected that by the 1970's the teen market will 


have increased to number perhaps 28-million. Their “VICAFE" 
spending money will be tagged at a possible $14-billion. 
As Stelzer aptly points out, this figure is sizeable enough P 
104 Front Street 302 Magazine St. 
to cause raised eyebrows in our industry. And, he thinks, New York 5, N. Y. Nase Chlanes. 42, La. 


: quite rightly, that it is high time greater emphasis was 
made to foster the coffee and tea drinkers of the future. 
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Alcoa—Alcoa Steamship Co. 
Af-Pac—African Pacific Line 
Am-Exp—American Export Line 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Dia—Black Diamond Steamship Co. 
Bl-Star—Black Star Line Ltd. 
Brodin—Brodin Line 

Carib—Caribbean Centra! American Line 
Col—Columbus Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks' Cunard Service 
Daido—Daido Line 

Delta—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell S.S. Cc 
Farrell—Farrel! Lines 

Grace—Grace Line 


Granco—Grancolombiana (New York), Inc. 


Gulf—Gulf & South American 
GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd 
Hansa—Hansa Line 


ABBREVIATIONS FOR LINES 
Ahi Trans Car—Ah!imann Trans Caribbean Line 


A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Hoegh—Hoegh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—|ndependence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lloyd Brasileirc 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopa!—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 
PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 
R Neth—Roya! Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam: Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfa] Larsen Co. Line 
Yamashita—Yamashita Line 


Ports and dates are subject to change, should exigencies require. Moreover, lines may schedule sailings not shown 


ABBREVIATIONS FOR PORTS 


in this schedule. 


At—Atlantic ports 
Ba—Ba!ltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 
Ml—Montreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


INDEPENDENT 


Agent at Dar-es-Salaam, Mombasa, Tanga; 
Dodwell & Co. (East Africa) Ltd. 


>. 


17 sane Place, N.Y.4 (Head Office) 


COFFEE & TEA 


more than luck! 


Profit in today's competitive market 
requires more than luck. It means cutting 
expenses wherever possible—as you know! So 
check our attractive, independent coffee rates 
before making your next commitments and be a 
part of the growing ranks of those using Baron 


lino from Mombasa and Dar-es-Salaam. 


FAST, MODERN VESSELS SAILING MONTHLY: 
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ship sailings 
LATIN AMERICA 
ARGENTINA 8/15 Del Mundo Delta NO9/5 Hc9/9 
8/15 Folga Nopal NO9/1 Ho9/4 
Buenos Aires S/17 Mormacmail Am- Rep NY9/3 Bo9/6 Pa9/8 Ba9/10 
5/17 Domingos Lloyd NY9/7 
8/17 Iheria Norton NY9/3 Bo9/8 Pa9/10 Ba9/13 
9/25 RiodeLlaPlata  Arg-State NY10/13 = 
10/9 Rio Jachal Arg-State NY10/27 8/18 Nyland Brodin Ba9/6 NY9/8 Pa9/10 Bo9/13 MI9/17 
/ 8/20 Porsanger Wes - Lar LA9/22 SF9/25 P09/30 Sel0/2 Val0/3 
8/21 Cuba Lloyd NO9/8 H09/16 
8/22 Del Mar Delta NO9/5 Ho09/9 
BRAZIL 8/23 Mormacstar Am-Rep  NY9/10 B09/14 Ba9/16 Pa9/17 
Angra 8/24 Mormacrey Pac-Rep LA9/19 SF9/22 Val0/3 Sel0/4 Po0l0/6 
8/25 Para Nopal N09/10 Ho9/13 
8/11 Del Oro Deita NO8/29 Ho09/2 8/27 America Lloyd NY9/17 
8/17 Folga Nopal NO9/1 Ho09/4 8/29 Cap Frio Col NY9/15 Pa9/18 Ba9/20 Bo9/23 MI9/27 
8/18 Del Mundo Delta N09/5 H09/9 6/29 Del Viento Delta N09/19 Ho9/23 
8/18 Mormacpine Am-Rep Ba9/2 Pa9/4 NY9/5 Bo9/8 MI9/12 8/29 Phecda BI-Dia NY9/19 Bo9/22 Ba9/25 Pa9/28 
8/19 Iberia Norton NY9/3 Bo9/8 Pa9/10 Ba9/13 8/30 Mcrmacowl Am-Rep Jx9/16 Ba9/20 Pa9/23 Bo9/25 MI9/29 
8/25 Porsanger Wes- Lar LA9/22 SF9/25 P09/30 Sel0/2 Val0/3 9/2 Progress Nopal N09/18 Ho9/21 
8/27 Para Nopal NO9/10 Ho09/13 9/4 Mormactide Am- Rep NY9/23 Bo9/26 Pa9/28 Ba9/30 Nfl0/1 
9/1 Viento Delta NO09/19 H909/23 9/5 Norte Delta NO9/21 Hc9/28 
Progress Nopal NO9/18 Ho09/21 Honduras Lloyd NY9/27 
9/15 Del Rio Deita N010/3 Hol10/7 9/7 Mormacguif Pac- Rep LA10/4 SF10/7 Val0/17 Sel0/18 Pol0/20 
9/16 Express Nopal N610/1 Hold/5 9/8 Mormacyork Am- Rep Bol0/1 Pal0/3 Bal0/5 
9/23 Snefjeld Nopal NO10/8 Hol0/12 9/12 Del Rio Delta NO10/3 Hol0/7 
10/6 Nordglimt Nopal N010/16 Hol0/19 9/13 Erich Schroeder Col NY10/2 Bol0/5 Pol0/8 Bal0/10 
10/14 Trader Nopal N010/28 Hol0/31 9/14 Express Nopal NO10/1 Hol0/5 
10/28 Folga Nopal NO11/i2 Holl/15 9/14 Mormacsea Am-Rep Jal0/2 NY10/6 Bol0/8 Pal0/10 Bal0/12 
9/17 Mexico Lloyd NY10/7 
9/19 Del Sud Delta NO10/5 Hol10/12 
Paranagua 9/20 Snefjeld Nopal NO10/8 H010/12 
8/13 Mormacpine Am- Rep Ba9/2 Pa9/4 NY9/5 Bo9/8 Mi9/12 9/21 Mormacsurf Pac- Rep LA10/18 SF10/21 Val0/31 Sell/1 Poll/3 
8/15 Gemm Bi-Dia NY9/5 Bo9/1 Ba9/1l1 Pa9/14 9/21 Chile Lloyd NO10/9 Hol0/15 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 
SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 
Regular weekly sailings 


A Partner 

- of the 

~ Coffee Indystry 
since 1919 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 
RIO DE JANEIRO: DELTA LINE, INC. { 
Rua Visconde Inhauma 134 t 
SANTOS: DELTA LINE, INC. 
Praca da Republica 87 
ABIDJAN & DOUALA 
Union Maritime et Commerciale 
LUANDA & LOBITO 
Hull, Blyth (Angola), Ltd. 


MATADI 
Phs. Van Ommeren (Congo) S.C.R.L 


WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 

Direct regular se 


vice 
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9/25 Cap Castillo 


9/26 Zosma 
9/27 Equador 
10/3 Nordglimt 
10/4 Cap Delgado 
10/11 Trader 
10/25 Folga 


Rio de Janeiro 
10 
ll 
ll 
12 
13 


8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8 
8/25 
8 
8 
8 
8 
8 
8 
9 
9 
9 
9 
9 
9 


Mormacwren 
Canada 

Rio de La Plata 
De! Oro 
Mormactide 
Mormacrey 
Folga 
Mormacpine 
De! Mundo 
Domingos 
Ravensberg 
Cuba 

Del Mar 
Rio Jachal 
Brasil 
Porsanger 
Mormacstar 
Para 
Mormacgulf 
America 
De! Viento 
De! Norte 
Mormacstai 
Honduras 
Mormacor« 


Paranagua (Continued) 


Col 


BI-D.a 
Lloyd 
Nopal 
Col 
Nopal 
Nopal 


Am- Rep 
Lloyd 
Arg-State 
Delta 
Am-Rep 
Mormac 
Nopal 
Am- Rep 
Delta 
Lloyd 
Col 
Lloyd 
Delta 
Arg- State 
Am-Rep 
Wes- Lar 
Am-Rep 
Nopal 
Pac- Rep 
Lioyd 
Delta 
Delta 
Am- Rep 
Lloyd 
Am- Re 


NY10/12 Pal0/15 Bal0/16 Bol0/18 
M110/22 

NY10/17 Bol0/20 Bal0/23 Pal0/25 
NY10/17 

N010/16 Hol10/19 

NY10/22 Bol0/25 Pal0/27 Bal0/28 
N010/28 Hol0/31 

NO11/12 Holl1/15 


NY8/24 Bo8/27 Ba8/29 Pa8/31 
NY8/27 

NY8/25 

N08/29 Ho9/2 

Ja8/28 Nf9/1 Ba9/2 Pa9/3 NY9/4 Bo9/7 
LA9/19 SF9/22 Val0/3 Sel0/4 Pol0/6 
NO9/1 Ho9/4 

Ba9/2 Pa9/4 NY9/5 Bo9/8 MI9/12 

N09/5 Ho9/9 

NY9/7 

NY9/6 Bo9/9 Pa9/11 Ba9/13 

NO9/8 Ho9/16 

N09/7 Ho9/14 

NY9/8 

NY9/6 

LA9/22 SF9/25 Po9/30 Sel0/2 Val0/3 
NY9/10 Bo9/14 Ba9/16 Pa9/17 

N09/10 Ho9/13 

LA10/4 SF10/7 Val0/17 Sel0/18 Po10/20 
NY9/17 

N09/19 Ho9/23 

N09/21 H09/28 

NY9/23 Bo9/26 Pa9/28 Ba9/30 Nf10/1 
NY9/27 

NY9/29 Bol0/1 Pal0/3 Bal0/5 


9 
9 
9 
9 
9 
9 
9 
9 
9 
9 


C2 RRO 


7 


Mormacsurf 
Rio Tunuyan 
Dei Rio 

Erich Schroeder 
Express 
Mormacsea 
Mexico 

Del Sud 
Snefjeld 

Cap Castillo 


Rio de La Plata 
Equador 
Nordglimt 

Cap Delgado 


13 Rio Jachal 
15 Trader 
29 Folga 


Rio de La Plata 
Del Oro 
Mormacdove 
Folga 

Gemma 
Mormacpine 
Del Mundo 
Iberia 
Domingos 
Mormacmail 
Mormacrey 
Cuba 

Del Mar 
Rio Jachal 
Porsanger 
Brasil 

Para 
Mormacstar 


Pac- Rep 
Arg- State 
Delta 

Col 

Nopal 
Am-Rep 
Lloyd 
Delta 
Nopal 

Col 


Arg-State 
Lloyd 
Nopal 

Col 

Arg -State 
Nopal 
Nopal 


Arg-State 
Delta 
Am-Rep 
Nopal 
BI-Dia 
Delta 
Am-Rep 
Norton 
Lloyd 
Am- Rep 
Pac-Rep 
Lloyd 
Deita 
Arg- State 
Wes- Lar 
Am-Rep 
Nopa! 
Am-Rep 


LA10/18 SF10/21 Val0/31 Sell/1 Poll/3 

NY9/29 

N010/3 Hol0/7 

NY10/2 Bol0/3 Pal0/8 Bal0/10 

N010/1 Hol0/5 

NY10/6 Bol0/8 Pal0/10 Bal0/12 

NY10/7 

NO10/5 Hol0/12 

NO10’8 Ho10/12 

NY10/12 Pal0/15 Bal0/16 Bol0/18 
M110/22 

NY10/13 

NY10/17 

N010/16 Hol0/19 

NY10/22 Bol0/25 Pal0/27 Bal0/28 

NY10/27 

N010/28 Hol0/28 Hol0/31 

NO11/12 Hol1/15 


NY8/25 

N08/29 Ho09/2 

Jx8/28 Nf9/1 Ba9/2 Pa9/3 NY9/4 B09/7 
NO9/1 Ho09/4 

Bo9/8 Ba9/1l Pa9/14 

N09/5 Ho9/9 

Ba9/12 Pa9/4 NY9/5 Bo9/8 MI9/12 
NY9/3 Bo9/8 Pa9/10 Ba9/13 

NY9/7 

NY9/3 Bo9/6 Pa9/8 Ba9/10 

LA9/19 SF9/22 Val0/3 Sel0/4 Pol0/6 
NO9/8 Ho09/16 

NO9/7 Ho09/14 

NY9/8 

LA9/22 SF9/25 Po9/30 Sel0/2 Val0/3 
NY9/6 

N00/10 H09/13 

NY9/10 Bo9/14 Ba9/16 Pa9/17 


"LATCH ON TO NEDLLOYD" 


AFRICA SERVICE 


East Africa, Djibouti and Assab 


TO: Atlantic Coast Ports, New 
Orleans* and Pacific Coast Ports 


Optional Bills of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


Transpacific 


Fast Monthly Sailings 
FROM: 


VIA: Mediterranean 


New York 
Java Pacific Line, Inc. 

25 Broadway 

New Orleans 
Strachan Shipping Co. 
1607 American Bank Bldg. 

San Francisco 
Transportation Co. 
351 California Street 
Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 Wett Hastings Street 


* Direct or with transshipment 


COFFEE & TEA 


INDUSTRIES 


and The Flavor Field 


: 15 
16 
3 17 
17 
18 
21 
22 
9/29 
10/1 
10/7 
lo" 
10 
10 
10 
she Santos 
F 10 
10 
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17 
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23 
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24 
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26 
‘ 26 
44 


ship sailings 


8/29 America Lloyd NY9/17 9/6 Progress Nopal N09/18 Ho9/21 
8/30 Phecda BI-Dia NY9/19 Bo9/22 Ba9/25 Pa9/28 9/18 Del Rio Delta N010/3 Hol0/7 
8/31 Cap Frio Col NY9/15 Pa9/18 Ba9/20 Bo9/23 MI9/27 9/25  Snefjeld Nopal N010/8 Hol0/12 
8/31 Del Viento Delta N09/19 Ho09/23 9/26 Chile Lloyd N010/9 Hol0/15 
9/2. Mormacowl Am-Rep Jx9/16 Ba9/20 Pa9/22 NY9/23 Bo9/25 10/6 Trader Nopal N010/28 Hol0/31 
Mi9/29 
9/3 Progress Nopal N09/18 Ho9/21 
9/7 Del Norte Delta NO9/21 Ho09/28 COLOMBIA 
9/8  Mormactide Am- Rep NY9/23 Bo9/26 Pa9/28 Ba9/30 Nfl0/1 
9/9 Honduras Lloyd NY9/27 Buenaventura 
9/11 Mormacyork Am-Rep NY9/29 Bol0/1 Pal0/3 Bal0/5 8/10 Santa Maria Grace NY8/17 
9/14 Del Rio Delta N010/3 Hol0/7 8/11 Norden Granco Bo8/22 MI8/29 
9/14 Rio Tunuyan Arg-State NY9/29 8/12 Cd de Pasto Granco Ba8/18 Pa8/19 NY8/21 
9/15 Express Nopal N0O10/1 Hol0/5 8/13 Cartagena de Indias Granco Ho8/20 N08/24 
9/16 Mormacsea Am-Rep Jx10/2 NY10/6 Bol0/8 Pal0/10 Bal0/12 8/15 Clivia Granco LA8/25 SF8/29 Va9/11 
9/16 Erich Schroeder Col NY10/12 Pal0/15 Bal0/16 Bol0/18 8/15 Ceilia Grace NY8/22 
MI10/22 8/17 Trader Gulf Ho8/24 N08/28 
9/19 Mexico Lloyd NY10/7 8/19 Cd de Pereira Granco Ba8/25 Pa8/26 NY8/28 
9/19 Mormacsurf Pac- Rep LA10/18 SF10/21 Val0/31 Sell/1 Poll/3 8/20 Santa Anita Grace LA9/6 SF9/8 PS9/14 
9/21 Del Sud Delta NO10/5 Ho0l10/12 8/22 Cd de Ibague Granco Ho8/30 NO9/1 
9/22 Snefjeid Nopal N010/8 Hol0/12 8/24 Santa Elisa Grace NY8/31 Ba9/2 Pa9/7 
9/23 Chile Lioyd N010/9 Hol0/15 8/26 Cd de Barranquilla Granco Ba9/1 Pa9/2 NY9/4 
9/27 Zosma BI-Dia NY10/17 Bol0/20 Bal0/23 Pal0/25 9/2 Cd de Guayaquil Granco Ba9/8 Pa9/9 NY9/10 
9/28 Rio de La Plata Arg-State NY10/13 9/4 Belgrano Granco Bo9/13 MI9/21 
9/29 Equador Lloyd NY10/17 9/9 Cd de Tunja Granco Ba9/15 Pa9/16 NY9/17 
10/5 Nordglimt Nopal N010/16 Hol0/19 
10/6 Cap Delgado Col NY10/22 Bol0/25 Pol0/27 Bal0/28 Cartagena 
10/12 Rio Jachal Arg-State NY10/27 8/10 Marianne Granco NY8/20 
10/13 Trader Nopal N010/28 Hol0/31 8/11 Santa Barbara Grace Ba8/16 Pa8/17 NY8/18 
Folga Nopal NO11/12 Hol2/15 


ECUADOR 


Victoria 

8/14 Del Oro Delta N08/29 H09/2 Guayaquil 

8/19 Folga Nopal N09/1 Ho9/4 8/10 Cartagena de Indias iranco Ho8/20 N08/24 

8/21 Del Mundo Delta NO9/5 Ho09/9 8/15 Cd de Pereira Sranco Ba8/25 Pa8/26 NY8/28 
8/26 Cuba Lloyd N09/8 H09/16 8/22 Cd de Barranquilla SGranco Ba9/1 Pa9/2 NY9/4 


9/4 Del Viento Delta N09/19 Ho09/23 8/29 Cd de Guayaquil Granco Ba9/8 Pa9/9 NY9/10 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 


Oivind Lorentzen, Inc. 
New York 6, N. Y. 


AUGUST, [960 
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Regular Service 
From The Principal Brazilian Ports to: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 


= Bringing North and South America nearer each other. LLOYD 


= BRASILEIRO makes the Good Neighbor a Close Neighbor. 


“NEW YORK NEW ORLEANS 
17 Battery Place Queen & Crescent Bldg. 


GUATEMALA 


Pt. Barrios 


11 Stromboli 
12 Wyoming 
12. Box Hill 
14 Rio Magdalena 
16 Majorka 
20 A. Pacinotti 
23 Arctic Tern 
23 Mataura 
30 Anita Bolten 
Arctic Gull 
Majorka 
Michigan 
P. Toscanelli 


HONDURAS 


Belize 
8/31 Anita Bolten 


Pt. Cortez 


Majorka 
Matura 
Arctic Tern 
Anita Bolten 
Arctic Gull 
Majorka 


MEXICO 


REGULAR 
FAST 
EFFICIENT 
SERVICE 


ATLANTIC 
and CANADIAN PORTS 


BUENOS AIRES, MONTEVIDEO 
-PARANAGUA, SANTOS, RIO DE JANEIRO 


% 
i 


26 BROADWAY, NEW YORK 4, N. Y. HA 5-6700 


Tampico 

8/19 Mexican Trader 

9/2 Magdalena Reith 
9/16 Mexican Trader 

9/30 Magdalena Reith 
10/14 Mexican Trader 


| Vera Cruz 


8/18 Mexican Trader 
9/1 Magdalena Reith 
9/15 Mexican Trader 
9/29 Magdalena Reith 
10/13 Mexican Trader 


NICARAGUA 


| Corinto 


8/26 A vessel 

9/2 Managua 

9/16 Costa Rica 
| 9/23 El Salvador 


La Libertad 


8/22 A vessel 
8/29 Managua 
9/12 Costa Rica 
Ejii Salvador 


La Union 


8/24 A vessel 
8/31 Managua 

| 9/14 Costa Rica 
9/25 El Salvador 


Italian 
French 
UFruit 
Granco 
Carib 
Italian 
UFruit 
Carib 
Carib 
UFruit 
Carib 
French 
Italian 


Carib 
Carib 
UFruit 
Carib 
UFruit 
Carib 


Cubamex 
Cubamex 
Cubamex 
Cubamex 
Cubamex 


Cubamex 
Cubamex 
Cubamex 
Cubamex 
Cubamex 


PUERTO RICO 


| San Juan 
8/28 A vessel 
9/4 Managua 
9/18 Costa Rica 
| 9/25 El Salvador 


COFFEE TEA 


Mam 
Mam 
Mam 
Mam 


INDUSTRIES 


LA8/17 SF8/21 Po8/24 Se8/30 Va9/2 
LA8/18 SF8/20 Po8/23 Va8/25 Se8/28 


Ho8/18 N08/21 
LA8/25 SF8/30 
NY8/23 


LA8/26 SF8/29 Va9/2 Se9/7 Po09/10 


NY8/30 
NY8/30 
NY9/7 
NY9/7 
NY9/13 


LA9/17 SF9/21 Va9/26 Se9/28 Pol0/1 
LA9/28 SF10/1 Val0/6 Sel0/11 Pol0/14 


NY8/29 
NY9/12 
NY9/26 
NY10/10 
NY10/24 


Ba9/8 NY9/9 

Ho9/12 N09/14 
Ba9/28 NY9/29 
Hol0/3 NO010/5 


Ba9/8 NY9/9 

Ho9/12 N09/14 
Ba9/28 NY9/29 
Hol0/3 NO10/5 


Ba9/8 NY9/9 

Ho9/12 N09/14 
Ba9/28 NY9/29 
Hol0/3 NO10/5 


Ba9/8 NY9/9 

Ho9/12 NO09/14 
Ba9/28 NY9/29 
Hol0/3 NO10/5 


and The 


Flavor 


Field 


| 
2 Carib NY9/7 
| 8/21 NY8/20 
8/24 8/30 
: 8/28 NY9/7 
9/1 NY9/7 
J | 9/4 NY9/13 
| 
| NY8/29 
NY9/12 
NY9/26 
NY10/10 
| NY10/24 
3 Mam 
: | Mam 
Mam 
TO: 
Mam : 
Mam 
Mam 
Mam 
| Mam : 
Mam 
Mam 
Mam 


ANGOLA 

Ambriz 

8/24 Del Alba Delta N09/16 
9/3 Del Valle Delta N09/28 
9/21 Del Campo Delta N010/15 
Lobito 

8/18  Burckel B-Afr NY9/8 
Luanda 

8 13 Burckel B-Afr 
8/19 Afr Grove Farrell NY9/30 
8/25 Del Santos Delta N09/16 
9/3 Afr Glade Farrell NY10/14 
9/5 Valle Delta N09/28 
9/22 Afr Dawn Farrell NY10/27 
9/22 Del Campo Deita N010/15 
10/14 Afr Pilgrim Farrell NY11/11 
10/18 Afr Glen Farrell NY11/25 
Porto Amboim 

8/26 Del Santos Delta N09/16 
9/6 Del Valle Delta N09/28 
9/23 Del Campo Delta N010/15 
BELGIAN CONGO 

Matadi 

8/23 Del Santos Deita N09/16 
9/2 Del Valle Delta N09/28 
9/16 Afr Glade Farrell NY10/14 
9/20 Del Campo Delta N010/15 
9/21 Afr Dawn Farrell NY10/27 
10/14 Afr Pilgrim Farrell NY11/11 
10/17 Afr Glen Farrell NY11/25 


FRENCH CAMEROUNS 


Douala 

8/13 Afr Grove Farrell 
8/23 Tana Am-W Afr 
8/24 Daloa Bl-Dia 
9/10 Fernfiord Am-W Afr 
9/13 Vgrid Sev - Stars 
9/17 Afr Dawn Farrel! 
9/23 Crestville Am-W Afr 
9/24 Lorima BI-Dia 
10/13 Afr Glen Farrell 


FRENCH SOMALILAND 


Djibouti 

8/27 Steel Rover Isthmian 
9/7 Exchange Am-Exp 
9/7 — Steel Chemist Isthmian 
9/8 Patriot Isthmian 
9/24 Steel Admiral Isthmian 
10/6 Steel Flyer Isthmian 
10/7 Excelsior Am- Exp 
GHANA 

Takoradi 

Tatra Am-W Afr 
8/16 Cordoba BI-Star 
AUGUST, 1960 


NY9/30 

USA 9/15 

NY9/20 

USA 10/1 

NY10/10 Pal0/12 Bal0/13 Nf10/14 
NY10/27 

USA 10/15 

NY10/20 

NY11/25 


Bo9/14 NY9/15 

Bo9/29 NY10/1 Pal0/4 HR10/6 Sal0/9 
Chsnl10/10 Bal0/14 

N010/8 

Bo9/28 NY9/30 

Bol0/12 NY10/13 

Bol0/25 NY10/26 

Bol0/30 NY11/1 Pall/4 HR11/6 Sall/9 
Chsnl1/10 Ball/14 


USA 8/31 
NY9/5 Pa9/8 Ba9/9 Nf9/10 


8/24 Palma Eld-Dem 
8/30 Tana Am-W Afr 
9/7 Obuasi Eld-Dem 
9/17 Fernfiord Am-W Afr 
9/22 Vigrid Sev - Stars 
9/30 Crestville Am-W Afr 
IVORY COAST 

Abidjan 

8/13 Tatra Am-W Afr 
8/19 Cordoba BI -Star 
8/19 Afr Glen Farrell 
8/26 Palma Eld-Dem 
8/30 Afr Sun Farrell 
8/31 Del Santos Deita 

9/1 Tana Am-W Afr 
9/2  Daloa BI-Dia 
9/9 Obuasi Eld-Dem 
9/12 Del Valle Delta 
9/13 Afr Grove Farrell 
9/19 Fernfiord Am-W Afr 
9/25 Vigrid Sev- Stars 
9/27 Afr Glade Farrell 
9/29 Del Campo Delta 
10/2 Lorima Bl-Dia 
10/2 Crestville Am-W Afr 
10/10 Afr Dawn Farrell 
10/25 Afr Pilgrim Farrell 
11/18 Afr Glen Farrell 
KENYA 

Mombasa 

8/10 Awoshima Maru Baron 
8/12 Goodfellow Robin 
8/13 Afr Star Farrell 
8/20 Sherwood Robin 
8/29 Afr Rainbow Farrell 
9/5 Afr Pilot Farrell 
9/6  Sakishima Maru Baron 
9/9 Afr Pilot Farrell 
9/18 Gray Robin Robin 
10/3 Afr Pilot Farrell 
10/8 Okishima Maru Baron 
10/17 Afr Crescent Farrell 
MALAGASY 

Tamatave 

9/4 Hood Robin 
10/17 Mormacwind Robin 
MOZAMBIQUE 

Beira 

8/22 Awoshima Maru Baron 
8/26 Afr Rainbow Farrell 
9/1 Afr Pilot Farrel! 
9/17 Sakishima Maru Baron 
9/27 Afr Planet Farrell 
10/13 Afr Crescent Farrel! 
10/19 Okishima Maru Baron 
NIGERIA 

Lagos 

8/14 Cordoba BI-Star 
8/19 Tana Am-W Afr 


NY9/8 Ba9/11 

USA 9/15 

NY9/25 Ba9/27 

USA 10/1 

NY10/10 Pal0/12 Bal0/13 Nfl0/14 
USA 10/15 


USA 8/31 

NY9/5 Pa9/8 Ba9/9 Nf9/10 
NY9/4 

NY9/8 Ba9/11 

NY9/16 

N09/16 

USA 9/15 

NY9/20 

NY9/26 Ba9/27 

N09/28 

NY9/30 

USA 10/1 

NY10/10 Pal0/12 Bal0/13 
NY10/14 

N010/15 

NY10/20 

USA 10/15 

NY10/27 

NY11/11 

NY11/25 


Nfl0/14 


Bo9/17  NY9/18 Pa9/22 Ba9/23 Hol0/3 
Nol0/6 Jx10/11 

Bo9/10 NY9/12 

Bo9/16 NY9/18 

Bo9/24 NY9/26 

Bol0/1 NY10/3 

Bol0/14 NY10/16 

Bol0/14 NY10/15 Pal0/19 Bal0/21 
Holl/1 NO11/4 Jx11/8 

Bol0/14 NY10/16 

Bol0/20 NY10/22 

Boll1/10 NY11/12 

Boll/14 NY11/15 Pall/17 Ball/18 
Holl/29 NO12/2 Jx12/6 

Boll/24 NY11/26 


Bol0/5 NY10/7 
Boll/16 NY11/17 


Bo9/17  NY9/18 Pa9/22 Ba9/23 Hol0/3 
10/6 Jx10/11 

Bol0/1 NY10/3 

Bol0/14 NY10/16 

Bol0/14 NY10/15 Pal0/19 Bal0/21 
Holl/1 NO11/4 Jx1l/8 

NY11/12 

NY11/26 

NY11/15 Pall/17 Ball/18 
Holl/29 Nol2/2 Jx12/6 


Boll1/10 
Boll/24 
Boll/14 


NY9/5 Pa9/8 Ba9/9 Nf9/10 
USA 9/15 
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FAST DEPENDABLE DELIVERY 


. +. of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT 
COMPANY 


GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA HONDURAS 
and 


NEW ORLEANS © HOUSTON 


NEW YORK 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles Ave. 


What do we do? 


In the 


we receive documents on ship- 


simplest language, 


ments, have the merchandise 
entered through customs, pay duty, arrange 
for proper release by the Government Agency 
having jurisdiction, have the shipment. sur- 
veyed when damage makes it necessary and 
exceptions properly taken, quickly dispatch 


the shipments to its intended destination. 


If we are not now performing each of these 
services for you—let us! Our training, intel- 
ligence and capabilities may mean the dif- 


ference between profit and loss for you! 


§. JACKSON & SON, Inc. 


Shipping Representatives Since 1902 : 
P.O. Box 137, New Orleans 3, La. 


; Every needed facility—plus common sense! 


9/6 
9/19 
9/20 


Fernfiord 
Crestville 
Vigrid 


Am-W Afr 
Am-W Afr 
Sev- Stars 


USA 10/1 
USA 10/15 
NY10/10 Pal0/12 Bal0/13 Nfl0/14 


TANGANYIKA 


Dar e 
8/12 
8/13 


10/10 


10/11 
10/25 


| Tanga 
8/15 
8/22 
9/2 
| 9/11 
| 10/9 
10/23 


s Salaam 


Goodfellow 
Awoshima Maru 


Afr Star 
Sherwood 

Afr Rainbow 
Sakishima Maru 


Afr Pilot 
Gray 
Okishima Maru 


Afr Planet 
Afr Cresent 


Afr Star 
Sherwood 
Afr Rainbow 
Afr Pilot 
Afr Planet 
Afr Crescent 


CEYLON 


Colombo 


8/14 
8/15 
| 8/15 


20 
25 


Santa Christina 
City of Durham 
Jaladharma 


Steel Power 
Hulda 
Exchange 


Steel Chemist 
Afr Patriot 
Luna 
Jackson 


Jaladurga 


Stee! Director 
Steel Admiral 
Olga 

Excelsior 


Steel Flyer 
Adams 


Peter 
City of Madras 


City of Birmingham 


Bo9/10 NY9/12 
Bo9/17  NY9/18 Pa9/22 Ba9/23 Hol0/3 
N010/6 Jx10/11 


Robin 
Baron 


Bo9/16 NY9/18 

Bo9/24 NY9/26 

Bol0/1 NY10/3 

Bol0/14 NY10/15 Pal0/19 Bal0/21 
Holl/1 NI11/4 Jx11/8 


Farrell 
Robin 
Farrell 
Baron 


Bol0/14 NY10/16 

Bol0/20 NY10/22 

Boll/14 NY11/15 Pall/17 Ball/18 
Holl/29 NO12/2 Jx12/6 

Boll/10 NY11/12 

Boll/24 NY11/26 


Farrell 
Robin 
Baron 


Farrell 
Farrel! 


Bo9/16 NY9/18 
Bo9/24 NY9/26 
Bol0/1 NY10/3 
Bol0/14 NY10/16 
Boll/10 NY11/12 
Bol/24 NY11/26 


Farrell 
Robin 

Farrell 
Farrell 
Farrell 
Farrel! 


ASIA 


N09/16 

Mi9/15 

Bo9/8 NY9/12 Ba9/13 Nf9/14 $a9/16 
N09/19 Ho9/21 Ga9/23 


Isthmian 
Norton 
Scindia 


Bo9/14 NY9/15 

Ha9/21 NY9/24 MI10/6 

NY10/1 Pal0/4 HR10/6 Sal0/9 Chsn10/10 
Bal0/14 


Isthmian 
Maersk 
Am- Exp 


NY9/28 NO10/8 
Bo9/28 NY9/30 
Hal0/3 NY10/6 M110/20 
HR10/24 LA11/8 SF1l 
NY10/14 Pol0/19 Pal0/21 Bal0/22 
Bol0/9 NY10/11 Pal0/13 Bal0/14 Nfl0 
$al0/17 N010/20 Hol0/22 
N010/17 
Bol0/12 NY10/13 
Hal0/20 NY10/23 MI11/6 
NY11/1 Pall/4 HR11/6 Sal1/9 Chsn11/10 
Ball/14 


Isthmian 
Isthmian 
Maersk 


Am- Pres 
Scindia 


Isthmian 
Isthmian 
Maersk 

Am- Exp 


Bol0/25 NY10/26 
NY11/11 Boll/16 Pall/18 HR11/21 
LA12/6 SF12/9 


Isthmian 
Am- Pres 


Hall/3 NY11/6 MI11/20 
Bol0/14 NY10/16 Pal0/19 Nf10/21 
Bal0/22 


Maersk 
Norton 


Norton ML10/17 


HONG KONG 


8/14 
8/15 
8/16 
8/16 
8/18 
8/19 
8/20 
8/24 


| 8/24 


COFFEE 


Yamataka Maru 
Wilson 

Golden Bear 
Mart 

Effie 

Montana Maru 
Tagaytay 
Fillmore 


Taikyu 


& TEA 


NY9/17 Pa9/23 Ba9/24 Nf9/26 

SF9/2 LA9/8 

SF9/2 LA9/6 

NY9/20 Ba9/24 Nf9/26 Pa9/28 Bol0/1 

LA9/11 NY9/26 

SF9/12 NY9/26 

NY9/25 

LA9/9 NY9/25 Pa9/30 Bal0/1 Bol0/5 
HR10/11 

N010/8 Hel0/11 MO10/17 Gal0d/29 


Yamashita 
Am- Pres 
PacFar 
Pioneer 
Maersk 

K Line 
Barb-Wn 
Am- Pres 


K Line 
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ship sailings 


8/24 Hoover Am-Pres  SF9/13 INDONESIA 
8/26 Tudor Barm-Wn  LA9/20 NY10/5 
8/31 Japan Bear PacFar SF9/16 LA9/22 Djarkata 
8/31 Oregon Maru K Line SF9/16 LA9/18 NY10/2 8/12 Luna Masvih Hal0/3 NY10/6 MI10/20 
NY10/13 8/13 Afr Patriot Isthmian  Bo9/28. NY9/30 
/ evelan m-Prres 
8/20 Taf Am-P' 4 NY10/ 10/15 Bal0/ 
9/14 Yamawaka Yamashita NY10/18 Pal0/23 Bal0/24 Nf10/27 m-Pres  LAS/2 10/20 Pal0/ 
9/18  Nicoline Maersk 8/28 Steel Admiral Isthmian Bol0/12_ NY10/13 
9/23 Grant Am-Pres NY10 al0/ 8/31 Grant Am-Pres LA10/9 NY10/25 Pal0/31 Ball/1 Boll/5 
HR11/11 
10/1 Wilson Am-Pres  SF10/19 9/2 Olga Maersk Hal0/20 NY10/23 MI11/6 
10/3 Johannes Maersk SF10/26 NY11/12 9/11 Steel Flyer Isthmian  Bol0/25_ NY10/26 
10/8 Hoover Am-Pres SF10/28 9/12 Peter Maersk Hall/3 NY11/6 MI11/20 
10/22 Cleveland Am-Pres SF11/9 9/20 McKinley Am-Pres LA10/25 NY11/10 Ball/15 Ball/16 
10/23 Jefferson Am-Pres LA11/8 NY11/24 Pall/30 Bal2/1 
Bol2/5 HR12/5 HR12/10 g/29 Jefferson Am-Pres  LA11/8 NY11/24 Pall/30 Bal2/1 Bol2/5 
11/14 Wilson Am- Pres SF12/2 HR12/10 
11/23 Tyler Am-Pres  LA12/9 NY12/25 Pal2/31 Bal/1 Bol/5 19/78 Pierce Am-Pres  LA11/24 NY12/10 Pal2/15 Bal2/16 
HR1/10 Bol2/20 HR12/25 
10/30 Tyler Am-Pres LA12/9 NY12/25 Pal2/31 Bal/1 Bol/5 
HR1/10 
INDIA 11/18 Madison Am-Pres LA12/25 NY1/10 Pal/15 Bal/16 Bol/20 
/ 
Calcutta HR1/25 
8/10 Santa Cristina Isthmian N09/16 
8/21 Exchange Am- Exp Bo9/29 NY10/1 Pal0/4 HR10/6 Sal0/9 
chsnlo/10 YAPAN 
9/8 City of Madras Ell-Bucvk Bol0/14 NY10/16 Pal0/19 Nf10/21 Kobe 
Bal0/28 
9/8 Cityof Birmingham Ell-Buck MI10/17 phi 
9/8 Exemplar Am-Exp Bol0/13  NY10/15 Pal0/18 HR10/20 
$a10/23 10/24 Bal0/28 8/12 Yamakuni Maru Yamashita NY9/13 Pa9/17 Ba9/18 NF9/21 
9/9 Jaladurga Scindia _Bol0/9 NY10/11 Pal0/13 Bal0/14 Nfl0/15 8/12 Garfield 
$al10/17 N010/20 Hol0/22 Gal0/25 pb 6 Nf9/18 Pa9/20 
9/10 Stee! Director Isthmian N010/17 es é 
9/20 Excelsior Am- Exp Bol0/30 NY11/1 Pall/4 HR11/6 Sall1/9 Maru Ba9/24 Nf9/26 
8/27 Tagaytay Barb-Wn NY9/25 
Cochin 8/28 Mart Pioneer NY9/20 Ba9/24 Nf9/26 Pa9/28 Bol0/1 
8/28 Montana M K-Line  SF9/12 NY9/26 
8/11 Coolidge Am-Pres NY9/15 B09/21 Pa9/23 Ba9/24 HR9/26 8/79 Hower 
8/17 Jaladharma Scindia Bo9/8 NY9/9 Pa9/12 Ba9/13 Nf9/14 9/3 Taikyu Maru K Line NO10/8 Hol0/11 Nol0/17 Gal0/29 
929/16 Am-Pres SF9/14 LA9/17 $D9/23 
Isthmian 09/14 NY9/15 9/10 Taylor Am-Pres  SF9/23 LA9/26 SF10/2 
8/25 Polk Am-Pres  NY10/2 Bol0/6 Pal0/9 HR10/10 SF10/29 9/39 Cleveland Am-Pres  SF9/24 
9/11 Oakville Barb-Wn LA9/29 NY10/14 
9/2 Afr Patriot Isthmian Bo9/28 NY9/30 9/11 Chastine Maersk SF9/26 NY10/13 
9/9 Jackson Am-Pres NY10/14 Bol0/19 Pal0/21 Bal0/22 9/21 Jahnson Am-Pres SF10/6 LA10/9 $D10/15 
HR10/24 LAI1/8 SF11/11 9/22 Yamawaka Maru Yamashita. ~NY10/18 Pal0/23 Bal0/24 Nf10/27 
9/17 City of Brimingham Ell-Buck MI10/17 9/26 Nicoline Maersk LA10/12_ NY10/27 
9/18 Steel Admiral isthmian Bol0/12 NY10/13 10/10 Johannes Maersk SF10/26 NY11/12 
9/25 Buchanan Am- Pres NY10/27 Boll/2 Pall/4 Ball/5 HR11/7 
LA11/22 $F11/25 
10/1 Steel Flyer Isthmian Bol0/25 NY10/26 Nana 
10/20 Monroe Am-Pres  NY11/27 Bol2/1 Pal2/24 HRI12/5 
SF12/22 8/12 Rita Maersk SF8/25 NY9/11 


Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 
N ie ilings from MOLLER STEAMSHIP COMPANY, INC. 
General Agents 
MATADI 30 Broad Street, New York 4, N.Y.* HAnover 2-1500 
DOUALA West African Agents 
ABIDJAN MATADI: pastest, 9. C. A. R. L., 3 rue de Vivi, P.O. Box 36, Matadi, 
MONROVIA Belgian Congo. 
DOUALA: Soci vale Delmas Vieljeux, P.O. Box 263, Dovala, 
FREETOWN ale Delmas eljeu Ox jovala 
vias modern cargo liners | ASIAN: 17, Arme Sate, 
Ship your cargo via MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberia. 
THE BLUE LINERS— FREETOWN: Scandinavian Shipping Agencies Limited, 9 Gloucester St., 
MAERSK LINERS® P.O. Box 130, Freetown, Sierra Leone. 
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“We were 
taking the plan 


for granted” 


“You know, Ed, it’s so easy to take these things for granted. 
I knew we'd put in the Payroll Savings Plan a long time 
ago. So I just assumed we had a good, sizable number of our 
employees who were buying U.S. Savings Bonds regularly. 

“Well, last week. our chairman asked me for the exact 
figures. When I checked up I found we had less than a 
third of our people making regular use of the Plan. We 
needed to have someone explain—in person—the conven- 
ience and soundness of this fine thrift program. 


“I contacted our State Savings Bonds Director right 
away. With his quick, friendly help we set up a thorough 
canvass of everybody on the staff. We found that many of 
our company family were just waiting to have someone tell 
them how simple it is to share in this sound, systematic 
thrift plan. Then the polite suggestion, “And why not start 
now?’ really did the work. Today we have a participation 
we're proud of, and we're taking steps to increase it still 


more, every payday.” 

Experience of leading companies shows that spreading 
Payroll Savings information through the organization, per- 
son-to-person, results in quick increases in participation. 
And that brings such welcome benefits as lower employee 
turnover, better safety records and the keen satisfaction of 
helping your people to contribute to our Nations Peace 
Power. 


COFFEE AND TEA INDUSTRIES Ly 


THE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE. 


50 COFFEE & TEA INDUSTRIES and The Flav 
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ALL U.S. SAVINGS BONDS—OLD OR NEW~EARN MORE THAN BEFORE 
| 


FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 


FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 


Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 


ship sailings 


8/13 


8/27 Effie 


Tudor 


3 Oakville 
9/27 Nicoline 


10/11 Johannes 


Shimizu 
8/13 Rita 
8/13 
8/14 
8/14 
8/19 
8/24 
8/28 
8/29 
8/30 
8/30 
Harrison 
5 Tudor 


Garvield 
Muse 


Effie 
Mart 


Ferncliff 


9 Tagaytay 
9 Montana Maru 


Ferncliff 
Yamakuni Maru 


Tagaytay 
Montana Maru 


Taikyu Maru 
2. Chastine 


Yamataka Maru 


Taikyu Maru 


Taylor 

13 Chastine 
14 Oakville 
23 Johnson 


Nicoline 
10/12 Johannes 


Yokohama 
8/11 Ming 
8/15 Rita 
8/16 Garfield 
Ferncliff 


Muse 
Wilson 


Mart 

0 Hoover 

Effie 
Tagaytay 


Harrison 


Tudor 
Cleveland 
Taylor 
Chastine 
Oakville 
Johnson 


p 


NN 
nw 


Yamawaka Maru 


Yamakuni Maru 


Yamataka Maru 


Montana Maru 


Taikyu Maru 


Yamawaka Maru 


Barb-Wn 
Maersk 
Barb-Wn 
K Line 
Barb-Wn 
K Line 
Maersk 
Barb-Wn 
Maersk 
Maersk 


Maersk 
Barb-Wn 
Yamashita 
Am- Pres 
Pioneer 
Yamashita 
Maersk 
Pioneer 
Barb-Wn 
K Line 
Am- Pres 
Barb-Wn 
K Line 
Am- Pres 
Maersk 
Barb-Wn 
Am- Pres 
Yamashita 
Maersk 
Maersk 


Pioneer 
Maersk 
Am- Pres 
Barb-Wn 
Yamashita 
Pioneer 
Am- Pres 
Yamashita 
Pioneer 
Am- Pres 
Maersk 
Barb-Wn 
K Line 
Am- Pres 
K Line 
Barb-Wn 
Am- Pres 
Am- Pres 
Maersk 
Barb-Wn 
Am- Pres 
Yamashita 


LA8/29 
LA9/11 
NY9/25 
SF9/12 
LA9/20 
N010/8 
SF9/26 
LA9/29 


NY9/13 
NY9/26 


NY9/26 
NY10/5 
Hol0/11 Mol0/17 Gal0/29 
NY10/13 
NY10/14 


LA10/12 NY10/27 
SF10/26 NY11/12 


SF8/25 
LA8/29 
NY9/13 
SF8/25 
NY9/12 
NY9/17 
LA9/11 
NY9/20 
NY9/25 
SF9/12 
SF9/14 
LA9/20 
N010/8 
SF9/23 
SF9/26 
LA9/z9 
SF10/6 


NY9/11 

NY9/13 

Pa9/17 Ba9/18 Nf9/21 
LA8/28 SD9/3 

Pa9/16 Nf9/18 Pa9/20 
Pa9/23 Ba9/24 Nf9/26 
NY9/26 


Ba9/24 Nf9/26 Pa9/28 Bol0/1 
NY9/26 

LA9/17 S$D9/23 

NY10/5 

Hol0/11 Mol0/17 Gal0/29 
LA9/26 SF10/2 

NY10/13 

NY10/14 

LA10/9 $D10/15 


NY10/18 Pal0/23 Bal0/24 Nfl0/27 
LA10/12 NY10/27 
SF10/26 NY11/12 


NY9/1 Ba9/5 Nf9/7 Pa9/9 Bo9/12 


SF8/25 
SF8/25 
LA8/29 
NY9/13 
NY9/12 


NY9/11 

LA8/28 SF9/3 

NY9/13 

Pa9/17 Ba9/18 Nf9/21 
Ba9/16 Nf9/18 Pa9/20 


SF9/2 LA9/8 


NY9/17 
NY9/20 
SF9/13 
LA9/11 
NY9/25 
SF9/12 
SF9/14 
N010/8 
LA9/20 
SF9/24 
SF9/23 
SF9/26 
LA9/29 
SF10/6 


Pa9/23 Ba9/24 Nf9/26 
Ba9/24 Nf9/26 Bol0/1 


NY9/26 


NY9/26 

LA9/17 $D9/23 

Hol0/11 Mol0/17 Gal0/29 
NY10/5 


LA9/26 SF10/2 
NY10/13 
NY10/14 
$010/15 


NY10/18 Pal0/23 Bal0/24 Nf10/27 


9/30 Nicoline Maersx LA10/12 NY10/27 

10/7 Wilson Am- Pres SF10/19 

10/14 Hoover Am- Pres SF10/28 

10/15 Johannes Maersk SF10/26 NY11/12 

10/28 Cleveland Am- Pres SF11/9 

11/20 Wilson Am- Pres SF12/2 LA12/7 

PAKISTAN 

Karachi 

8/19 Collidge Am- Pres NY9/15 Bo9/21 Pa9/23 Ba9/24 HR9/26 

Lal0/11 SF10/14 

9/1 Polk Am- Pres NY10/2 Bol0/6 Pal0/9 HR10/10 SF10/29 

9/17 Jackson Am- Pres NY10/14 Bol0/19 Pal0/21 Bal0/22 
HR10/24 LA11/8 SF11/11 

10/16 Adams Am- Pres NY11/11 Boll/16 Pall/18 Ball/19 
HR11/21 LA12/6 SF12/9 

10/27 Monroe Am- Pres NY11/27 Bol2/1 Pal2/4 HR12/5 SF12/24 


Far East tea and coffee 
shipped to Chicago direct 


The first shipment of green coffee and tea to reach 
the port of Chicago directly from the Far East was un- 
loaded in that city on July 29. The cargo arrived on the 
freighter Captain Lyras of the Orient Mid-East Great 
Lakes Service. Included in the cargo were 1,047 chests 
of tea from Colombo, Ceylon, and 120 bags of coffee 
from Sumatra, Indonesia. 

In addition the freighter carried a total of 1,918 bags 
of Ethiopian coffees which were loaded on board at the 
port of Djibouti, French Somaliland. 

The greater part of the coffee shipment, including all 
of the Sumatra coffee and 334 bags of the Ethiopian 
coffee were consigned to the Richheimer Coffee Com- 
pany. A spokesman for the company indicated that the 
shipment, amounting to 10 tons, was a trial balloon to 
determine whether it was cheaper to ship Far East coffee 
directly through the Saint Lawrence Seaway rather than 
via the Port of New York. The first green coffee di- 
rect from South America to Chicago arrived last year via 
the Grace Line's Santa Regina. 


LINE 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 
GENERAL AGENTS 


24 STATE STREET 


AUGUST, 


1960 


CABLE: TORMLINE 


NEW YORK 4, NEW YORK 
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According to statistics issued by 
the United Nation’s Food and Ag- 
riculture Organization, tea’s  stand- 
ing in relation to other crops has 
continued to prosper. 

The findings of the organization 
were that while consumption of tea 
is on the increase the rate of growth 
of areas devoted to the planting of 
this commodity have been expanded 
by only three percent since the war. 
This factor is offset, however, by 
the fact that yield per acre has been 
substantialy increased particularly in 
India and Ceylon. 

In discussing the possible trends 
in consumption and production over 
the next several years the publication 
covers the period through 1965. The 
biggest question mark at _ the 
moment remains the probable ex- 
tent to which China will increase her 


¥ 


| | | 


‘| 


exports to non-Communist countries 
in the future. Still another uncer- 
tainty is contained in the matter of 
extent to which Africans will take 
to tea drinking and absorb the ex- 
pansion of tea output on that con- 
tinent, 

The booklet in its study on tea 
production has categorized the 
world in four producing areas, Asia, 
excluding mainland China and the 
U.S.S.R.; Africa; Latin America; 
Mainland China, and the U.S.S.R. 
The following are forecasts for these 
tea producing areas. 


® ® Asia—The area presently in tea 
production in Asia, excluding Indo- 
nesia, is currently only two percent 
greater than it was 20 years ago, 
with little likelihood of change dur- 
ing the next few years. In Indonesia 


"Tea'’s In The News” .... 


. . that's the theme of the upcoming Tea Association of the U.S.A. 
convention. This year tea men will converge on a new convention spot, 
The Diplomat, in Hollywood-by-the-Sea, Florida. The date, October 
9-12. Indications are that you'll be in good company with a record 
turnout forecast for this year’s festivities. 

Speakers already lined up point to the fact that an informative and 
interesting time will be assured. But there'll be time for fun too. 
The Dip!omat is located in the heart of Florida's "Gold Coast’ with 
ample facilities for golfing, swimming, fishing, and race track activ- 
ities, This year the theme for the annual fancy dress party will be 
"A Trip to the Moon,” indicative, perhaps, of the fact that we may 
well be pushing tea on that planet if the race for space continues to 


make progress. 


COFFEE & TEA 


A review of recent notes of interest to the tea trade com- 


piled from both AMERICAN and OVERSEAS sources. 


INDUSTRIES 


the area under tea is reportedly 30 
percent less than it was before the 
war with no indications that expansion 
can be expected. 

In India, Ceylon and Pakistan, 
little change has occurred over the 
past several years. The report fur- 
ther states that if companies wish 
to expand their reserves they are 
likely to establish new plantations in 
Africa, as some have already done, 
rather than in the East. In India 
some 30 percent of the tea bushes 
is estimated as being more than 60 
years old. Replanting in the area is 
expected to be carried on at the 
rate of one percent a year of the 
total area. 

In Ceylon yields of some of the 
new clones are reported to be ex- 
cellent, and may well give yields of 
about three times the present aver- 
age. Replanting by the Government 
of Ceylon is progressing at the rate 
of 5,000 acres yearly, with a target 
of 30,000 acres over a six year 
period. If this planting schedule is 
adhered to the output in production 
is placed at 16-18,000 tons, a nine to 
ten percent increase over present 
figures. 

Other Asian producers are expec- 
ted to add little to overall output. 
Japan is expected to continue to ex- 
pand her area of plantings, but 
changes in such areas as Viet-Nam 
and Burma are not expected to be 
large. 


= Latin America—Latin America 
tea acreage is estimated at 38,000 


hectares, the majority of the plant- 
Flavor Field 


and The 
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Dorothy Clary, manager of New York's 
Sheraton-Russell Hotel finds, "a glass of 
iced tea makes guests feel at home." Here 
she tells Mort Adams, director of mer- 
chandising for the Tea Council of hotel's 
policy of sending a complimentary pitcher 
of iced tea to the room of each guest 
upon arrival. 


ings being located in Argentina and 
Brazil. Most of the plantings are of 
recent vintage so that they are not 
yet of bearing age. Yields are pre- 
sently low but estimates of the Ar- 
gentinian crop indicates a full bear- 
ing yield of from 18,000 to 20,000 
tons. Since 1953 both Brazil and 
Argentina have followed the doc- 
trine of “import substitution” which 
virtually excludes imported teas into 
both countries. 

Overall importation of tea into 
Latin America is estimated at 7,000 
tons annually with the greatest pro- 
portion going to the Chilean mar- 
ket. Total Latin American output 
by 1965 is presently tabbed at 22,- 
OOO tons. 


# ® Africa—Present tea producing 
holdings in Africa are estimated at 
55,000 hectares, with output in 1957 
at 34,100 metric tons. Yields are 
comparable to those in the Far East. 
However, a percentage of the bushes 
are recent plantings and are not yet 
full bearing. Presen* plantings are 
expected to yield around 45,000 tons 
when full bearing age is reached. 
In addition, if such planting 
schedules as that of Kenya are ad- 
hered to the yield may be higher, 
with possible output from Africa 
reaching 55,000 metric tons by 1965. 


= ® Mainland China and the U.S.- 
S.R.—China remains the big ques- 
tion mark in tea production. As re- 
cently as 1958 output of tea in that 
country was reported at 141,500 
tons. The government is currently 
pressing plans for a planting drive 


2 Teatan, anyone? 


At New York's Tea Center the 
word is that cold, strong tea induces 
suntan. In you, not on you, that is. 


with a target of 382,000 tons by 
1962. The reported increase is ex- 
pected to have little effect on world 
markets, however, since most local 
tea is consumed locally or exported 
to the U.S.S.R. The question in the 
balance at the moment is whether 
mainland China will increase its ex- 
portation to countries in areas out- 
side the Communist bloc nations in 


future. 


C. H. Dexter & Sons recently hosted a mill trip to show iea dig- 
nataries the complexities of tea bag making. Shown seated, |. to r., 
at Windsor Locks, Conn. plant are G. S. Peiris, Ceylonese Em- 
bassy; C. J. Stracey, commercial! secretary, Indian Embassy; David 
Coffin, president of Dexter; P. V. Ramaswamy, Consulate General of 
India; and John Anderson, Executive Director of the Tea Council. 
Standing are Fay Osborne, Dexter vice president and technical 
director, and Tom O'Rourke of Aldine Paper who arranged the tour. 
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PRIMER 
FOR 
COFFEEMEN 


. that’s the best descrip- 
tion of “The Coffeeman’s 
Manual.” 


To newcomers in the coffee 
business it is meant to provide 
a sufficient background of 
knowledge for intelligent un- 
derstanding of the entire 
field. 


To coffee salesmen it will 
provide new avenues of ap- 
proach to their competitive 
problems—and a sure basis of 
up to-date information with 
which to combat unsound 
claims, and unreasonable com- 
plaints from their clients. 


To retail dealers and their 
sales people it provides a 
brief and simple hand book 
from which to cull sales ap- 
peals and advertising ideas 
for the most important profit 
item in the grocery field. 


Small in size, large in con- 
tent, “The Coffeeman’s Man- 
answers the questions 
that you want to clarify. 

Included are such areas as 
aroma tests, brewing grinds, 
flavor testing, cleaning and 
cooling techniques, roasting 
procedures, laboratory equip- 
ment, in short the necessary 
requirements to a working 
knowledge of how to meet 
the problems of the cof fee- 
man’s working day. 

“The Coffeeman’s Manual” 
is available at $2.50 per copy. 
To be sure that yours is on 
hand when needed write... 


COFFEE AND TEA 


INDUSTRIES 


106 WATER STREET 
NEW YORK 5, N. Y. 
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oven | 
TWENTY-FIVE. 
YEARS OF 
CONTINUOUS 
DEPENDABLE 
SERVICE TO 


THE COFFEE 


TRADE 


IVARAN 


STOCKARD 


_ STEAMSHIP 


AGENCIA de 
vapores CORPORATION 
| 17 BATTERY PLACE 
Rio dé Janeiro NEW YORK 4, Y. 
Praca Maua 7 3-2340 
Praca de Republica, 46 PHILADELPHIA: 
101 Bourse Bldg. 


TRADE CALENDER 


August 21-24 
National Fancy Food & Confection Show 
Hotel Astor, 

New York, N. Y. 


August 25-28 
National-American Wholesale 
Grocers Ass'n. 

Baniff Springs Hotel, 
Baniff Springs, Canada 


September 12-15 

New York Premium Show 
Hotel Astor, 

New York, N. Y. 


September 25-28 
Tea and Coffee Association of Canada 
Seigniory Club, 

Montebello, Quebec 


October 9-12 
Tea Ass'n. of the U.S.A., Inc. 
Diplomat Hotel 
Hollywood, Fla. 


October 29—Nov 1 


National Automatic Merchandising Assoc., 


Convention Hall, 
Miami Beach, Fla. 


Nov. 1-3 
Point-of-Purchase 
Institute Exhibit, 


New York Coliseum, 


New York, N. Y. 


January, 1961 


National Coffee Association 


Boca Raton Hotel 
Boca Raton, Fla. 


January 12-15 
Association of Institutional Distributors 
Galt Ocean Mile Hotel 
Fort Lauderdale, Fla. 


COPPEE “Wer 


New York’s green coffeemen 
urge action on freight rates 


The Green Coffee Association of New York, alarmed 
at lack of response to efforts to eliminate rebating, have 
set forth their views on methods of combating this prac- 
tice. The resolution, which was approved at the Associa- 
tion meeting of July 7th, urged that members take such 
“individual action” as they deemed necessary. 

The Association's approved resolution read, “Whereas, 
the board of directors of the Green Coffee Association 
of New York City, Inc., having for many years cooperated 
to the fullest possible extent with the Brazil-US-Canada 
Freight Conference, views with alarm the situation which 
has developed in this service over a period of time; and 
“Whereas, voluminous correspondence has been exchang- 
ed between this Association and the chairman of such 
Conference with no remedial effect whatsoever apparent 
as of this date; and “Whereas, in the opinion of this As- 
sociation, there has been further deterioration of the 
conditions in question, which casts doubt on the value 
and usefulness of such conference as it is now functioning, 
thereby “Be It Resolved that the Association feels itself 
obligated to forward to its individual members all corres- 
pondence bearing on these issues, with the recommenda- 
tion that, in the light of these conditions, each member 
take such individual action as may be deemed appropri- 
ate. 

Replying to correspondence from Conference Chair- 
man Foley which expressed regret over the GCA’s July 
7th action, the green coffee men pointed out, that, “the 
Association has, in the past, been a staunch supporter 
of the Conference system.” However, the reply stated, 
“We are advised only after changes become a fact, giving 
us no occasion whatsoever to express any opinion we may 


have.” 


Shipping lines plan 
coffee freight plan 


The Brazil-United States-Canada Freight Conference is 
reported planning a move to share freight revenue among 
the member lines in the coffee trade. The proposal as 
submitted to the Federal Maritime Board for approval, 
will also indicate the minimum number of sailings to be 
provided by the participating steamship lines. Moore- 
McCormack Lines, Inc., will account for the largest nuni- 
ber of the latter. 

The proposal provides for sharing among the lines of 
revenue of any member which fails to make the required 
number of sailings. Upon the approval of the FMB each 
line will deduct 90 cents per 60 kilogram coffee bag 
for itself, and turn the balance over to the conference to 
be divided proportionately among the members. Only 
Moore-McCormack’s “SS Argentina and Brazil” are spe- 
cifically excluded. 

The participating lines, number of sailings between 
this country and Brazil, and percentage shares of the 
pooled revenue are as follows; Moore-McCormack Lines, 
Inc., 25 sailings (37.2 percent); Lloyd Brasileiro, 12 sail- 
ings (19.4 percent) Flota Argentina and Argentine State 
Line, in combination, 14 sailings, 9.6 percent; Brodin 
Line, 9 sailings, (9.8 percent); Columbus Line, 7 sailings 
(6.2 percent); Ivaran Line, 6 sailings (6.2 percent); Nor- 
ton Line, 6 sailings, (4.8 percent) Scansa Line, 2 sailings, 
(.6 percent). 
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International Coffee Agreement 
Mission reports African progress 


The one bright spot reported from Africa during the 
month of July was word that the Ivory Coast has agreed 
to join the International Coffee Agreement. The an- 
nouncement, first break in the opposition of African 
producing nations to joining the group, means, in all 
probability, that other African producing territories will 
follow the lead of the Ivory Coast. 

According to Joao Olivieira Santos, secretary-general 
of the agreement, Ivory Coast producers will urge other 
African countries to join the ICA in their own interests. 
He stressed that the agreement as set up protects only 
its own members, and that the non-member countries 
will have to shift for themselves in world markets. Santos 
said that, “this is the agreement's answer to those African 
coffee producers who have balked at joining the pact 
because of falling prices for their output in American 
markets.”” The agreement signatories message was con- 
tained in a concise statistical study entitled “Coffee Price 
and Export Data Show the Success of the International 
Coffee Agreement.” 

The statistical study points up the fact that while sales 
of African coffees in the United States have dropped in 
volume from $201-million to $171-million, the fault lies 
with the African producers themselves. It states, ‘there 
is no umbrella held over the outsider’s head; non-mem- 
bers cannot hope to take advantage of the fair price 
maintained by coffee producers in the agreement in order 
to enjoy favorable prices and/or expand greatly their 
exports.” 

“Barring a price differential of unacceptable magnitude, 
the outsider’s coffee will not be substituted by the con- 
sumer in lieu of the ‘Agreement’ coffees. Yet if these 
countries wish to benefit from the Agreement they can 
do so and members will be happy to help them in this 
attempt. But the way most likely to accomplish this is 
for them to become members of the Agreement.” 

Indicative of the progress being made in bringing the 
African producers into the Agreement was a joint statement 
made by J. R. S. Hafers of Brazil, and Andres Uribe of 
Colombia on August 16. The two men had just returned 
from the International Coffee Agreement mission to Africa. 
Their report indicated, “in our talks with officials of local 
and central governments, with growers and members of the 
trade, and with business and political leaders, we found a 
spirit of genuine cooperation. The desire of everyone is for 


a healthy coffee trade. 

“Many of those to whom we talked approv ed in principle 
our proposals. But formal agreement takes time. We anti- 
cipate that decisions will be taken before the meeting of the 
International Coffee Agreement in Washington scheduled 
for late September. 

“Countries of the Franc zone have declared their support 
of the Agreement, and we are also extremely optimistic as 
regard Kenya, Tanganyika, and Uganda. The s tuation, 
however, is that London must make the decision. 

“The rapid political evolution of Africa calls for new 
approaches in many areas but it will not affect coffee policy. 
In Tanganyika and Uganda, the two territories in which 
major governmental changes are in progress, we talked 
only to the present administrations and to the peop'e who 
are likely to come into power in the near future. We are 
satisfied that the transfer will not change present attitudes 
or affect decisions taken prior to independence.” 

The two men summed up the findings of the delegation 
in its African mission in the following manner. “The dele- 
gation was pleased to learn that the idea of a Pan-African 
coffee organization, which had been discussed for many 
years, will soon become a reality. We found among those 
with whom we talked a realization of the importance of 
group discussion of common problems and the need for 
mutually arrived at solutions. It is our understanding 
that a meeting will be held in Europe in early September. 

It should also be stated that the members of the mission 
learned much about the problems of the African producers, 
all of which will be helpful in future deliberations.” 


Duncan Coffee starts 
new plant construction 


Duncan Coffee Company, distributors of Maryland 
Club and Admiration brands, has started construction 
of new plant and office facilities in Houston. The com- 
pany, one of the Southwest's oldest food processing firms 
indicated that the new $3-million plant will provide the 
most advanced coffee processing equipment available, and 
will be one of the largest capacity coffee roasting plants 
in the world. 

In an additional development the company announced 
that plans are underway for the sale of the company’s 
Magnolia division plant, in Houston to the state of Texas. 
The plant at 2001 Rothwell is being bought by the state 
for the development of the East-ex Freeway right of 


Way. 
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Paul de Lima plant site in 
suburban Syracuse, N. Y. was 
decided upon after a careful 
study of "selection factors.” 


Your market is a primary factor 
in plant relocation, but there 
are other important consider- 


ations for... 


“determining a profitable plant site” 


American industry today might truly be described as 
industry on the move. Coffee, tea, and spice packers are 
no exception to this rule. 

Managements of both large and small packers are tak- 
ing a second look at their plant locations and investigat- 
ing new sites for more profitable operation of their busi- 
ness. Companies must meet the selling cost of their com- 
petitors and still show a profit. It is estimated, in many 
industries, that as much as 10% of total manufacturing 
and distribution costs can be effected by geographical lo- 
cation. Some of the more common reasons for this wave 
of expansion and relocation of industrial operations are: 

1. Shifting markets 
Steadily mounting freight costs 
Desire to operate in smaller low cost communities 

4. Requirements for new production facilities 

The selection of a new plant site has become an ex- 
citing science. No longer can the manufacturer locate 
a new plant by sheer whim or intuition. And, industry 
simply can no longer consider automatic expansion of 
present locations solely because it was chosen 50 years 
before. Hit or miss plant locations often result in costly 
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penalties, 

The largest single issue then, which faces any manage- 
ment when considering plant expansion is—where? But 
even more paramount is—how? How does a manufactur- 
er—large or small—choose the right location for his new 
plant? Furthermore, what services are available to assist 
him in the selection of a plant site? 

Consider Many Factors First. There is no single answer 
or formula which will determine the selection of a suc- 
cessful and profitable plant location. Nor are there con- 
ventional rules of procedure. Each manufacturer has 
basic requirements which are personal to his particular 
operation and must treat his site selection as an individual 
case. Therefore, the selection of a plant site should start 
with a check list of the manufacturer's specific needs. 
There are many variables involved here. Perhaps the 
need is a new source of manpower. Perhaps existing fa- 
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cilities are outmoded and the new plant must provide sav- 


By RICHARD TORREY 


Niagara Mohawk Power Corporat 


ings in operating costs. The check list is very extensive— 
water supply, waste disposal, utilities, transportation, etc. 

A common requirement basic to almost every industry 
is a site which will permit the most economical accumula- 
tion of raw materials and services, processing, and distri- 
bution of finished product. The ideal site is where the 
total of these costs is the lowest and where the industry 
is compatible with the community. These costs, natural- 
ly, will vary from location to location. To effectively 
evaluate areas of consideration current operating costs 
should be charted for comparison against future sites. 
The following items offer a simple guide for charting such 
expenses: transportantion, labor, general plant operating 
expense, utilities, taxes, and miscellaneous items. 

Once a definition of your specific needs has been arrived 
at, the task of selecting a geographical area for new plant 
location will be greatly simplified. 

Services Offered Industry are Extensive. After a gen- 
eral geographical area has been defined, a wealth of plant 
location services should be available to manufacturers to 


MANAGEMENT'S CHECK LIST OF SITE 
SELECTION FACTORS 


Proximity to markets Financial arrangements 
Praximity to raw materials Zoning 

Labor supply Climate 

Labor potential Size of community 
Labor force patterns Community attitudes 


Labor legis!ation Housing 
Water supply Schools 
Utilities Cost of living 


Recreational facilities 
Commercial air service Size of available sites 
Rail service Vacant buildings 

Mail, parcel post and express Expansion possibilities 


Motor transportation 


Communications Land and bulding costs 
State legislation Sewage disposal facilities 
State taxes Attractiveness of community 


Local taxes and legislation as place to work and live 


Future taxes 
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assist in the logical selection of a specific community and 
site. Private development corporation, chambers of com- 
merce, industrial real estate firms and local governments 
offer assistance in the selection of a site, however, these 
services, in most instances, deal only with jocal communi- 
ties and areas. Encompassing larger areas of interest are 
state governments, railroads and utility corporations who 
probably offer the most complete list of plant location ser- 
vices. These groups work in close cooperation with the 
local development groups in their service to industry. 
In almost every case, there is no cost or obligation for 
this assistance. 

Many utility corporations have a special department de- 
voted solely to area and industrial development and offer 
a comprehensive list of free plant location services. As 
a supplement to the basic plant location material, some 
provide tailor-made analyses of specific sites, communities 
and factors on request. Obviously, a source of informa- 
tion of this type can be extremely valuable and fits sig- 
nificantly into your evaluation plans. 

Essential to the manufacturer considering a new plant 
location are financing arrangements. Would your busi- 


IS Nothing To Do With Coffee. . . 


. . .but it’s interesting to note that brewers are 
toying with instants too. Bass of England has an- 
nounced a beer tablet which when placed in soda 
water supposedly furnishes a foaming glass. Bert 


and Harry Piel should hear about this. 


ness be in a better position, financially, by leasing or buy- 


ing a building? What about a purchase lease-back? 
Would a new building be necessary or should existing 
structures be considered? What is the availability 
mortgage money? Because of your utility's intimate 
knowledge of the communities it serves and the state as 
well, it is able to put you in touch with the best possible 


of 


financial sources available. 


Ten Steps to a Successful New Plant Location. Assem- 
bled here, in brief, are several valuable hints which can 
be used in your site selection. 

1. Define the specific requirements for your industry 
before investigating areas. 

Make careful and critical analysis of all findings. 
Double check long range power supplies. 

i. Carefully evaluate the community and the attitudes 
of its people. These are the individuals who will 
comprise your labor force. 

Double check long-range water supplies and waste 
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disposal. 

6. Compute freight transportation rates (i.e.: water, 
rail, motor). 

7. Check services offered by state and local govern- 
ments. 

8. Give careful consideration to such factors as gen- 
eral business climate, schools, housing, community 
facilities, etc. 

9. Bear in mind that eductional and recreational fa- 

cilities will have a strong pull on key personnel. 

Don’t overlook outside sources of free information 

and assistance. 


10. 
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YOU ARE READING THE 
LEADING PUBLICATION 

IN THE 

COFFEE AND TEA FIELD... 


There have been changes in the format 
of COFFEE AND TEA INDUSTRIES in 
the last two months. These changes are 
just the beginning. In the future you'll 
find more and more in the way of editorial 
features which are important to you. 
They will be rounded out with news ma- 
terial written to keep you posted on the 


fast moving coffee and tea industry. 


WITH THIS IN MIND... 


are you certain that kev personnel in your 
organization will have copies of Coffee 


If 


and Tea Industries for their own use. 
these men can save you time and effort 
by using the information contained in this 
‘an ) 


magazine (it’s our bet that they 


then you have saved money by subscrib- 


ing in their name. Why not do it now? 


FILL OUT THE COUPON BELOW. WE WILL BILL 


_ YOU LATER IF YOU PREFER... 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET, NEW YORK 5, N. Y. 


NAME 


ADDRESS 
CITY 
1 Yr. $5.00 2 Yr. $8.00 [] 3 Yr. $10.00 


Check or Money Order Enclosed 
© Bill Me Later 
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... “a coffee drinker‘s Europe”... 


We might have had Turkish coffee, a syrupy concoc- 
tion of pulverized coffee and sugar, but we are bigots 
where coffee is concerned, and we think of Turkish 
coffee as an Eastern heresy. In Ljubljana, Belgrade, 
Zagreb, and Opatija we asked for ordinary coffee, and 
in all those cities we were given a poor substitute. Our 
dreariest memories of Yugoslavia are not of the bleak 
farmlands stretching on either side of the highway, the 
ominous silence of the sidewalk crowds in Belgrade, or 
the decomposing hotels and blighted resorts on the Dal- 
mation Coast, they are of the ersatz coffee that came 
to symbolize the Socialist Republic for us. 

Returning to Italy was like moving from shadow into 
sunlight. We were overjoyed to see the exuberant Italians 
and 


singing in the streets, sunning themselves in the pzaz 
dawdling at the espresso counters. The moment we dreamed 
of in Yugoslavia had come: as though in fulfillment of a 
pact, the four of us filed into an espresso bar, bought eight 
tickets from the cashier, and presented them to the counter- 
man for four cups of cappuccino and four cups of espresso. 
Cappuccino, half coffee and half milk, gets its name from 
the color of the robes worn by Capuchin monks. Espresso, 
which has recently made great progress in American cities, 
requires an imposing machine to force live steam through 
coffee grounds; the expressed essence is delivered into a 
tiny cup. Real Italian espresso is a strong, bracing brew 
gratifying to the connoisseur, 

The espresso bars are social centers in Italy, but few of 
them have more than standing room. It is another matter 
in Austria, where the sedentary burghers enjoy sitting down 


VIGNETTE 


The increasing number of espresso houses in 
American cities have helped popularize this type 
coffee. But other continental varieties are deserv- 
ing of equal attention. In this article, a free lance 


writer, Michelle Mairesse, describes .. . 


to a plate of pastries when they drink coffee. Coffee comes 
in all colors: in Vienna we could order Mocca (heavy black 
coffee), or, with increasing amounts of milk, Kapaz ner, 
Schale Braun, Schale Gold, Schlagohers (the latter with 
whipped cream). These productions were as pleasant to see 
as to drink. 

The French, too, have their sidewalk cafes, but they ofter 
neither the variety nor the quality of Austrian coffee. For 
breakfast we had good cups of café au lait (half cottee, 
half botled milk), but on other occasions we were served 
the inferior café filtre. An individual cup of drip coffee 
ought to be good, but in France it rarely is. The water, 
often too cold, seeps through a metal container of mediocre 
grounds and into the cup or glass below. The result is 
variable and unsatisfactory. When the city was Paris, we 
drank our café filtre without a murmur, but in the provin- 
cial cities we demanded a cup of the ordinary coffee which 
the proprietor kept percolating on the back of the stove for 
himself and his family. 

Spain, like France, begins the day with half and _ half, 
although at a later hour. It was almost noon when break- 
fast coffee was served in our Costa Brava hotel room. 
Munching the sugared toast that accompanied the coffee, 
we looked at the skies over the shining bay and tried to 
guess whether or not the fishing boats would go out that 
night. We had a demitasse after lunch and, sometimes, 
after dinner, which was served around ten thirty in the 
evening; but whenever a chilly wind blew across the 
little fishing village, we looked forward to an informal 
supper in our room. After the boy left the basket, we 

(Continued on page 63) 
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@ PRODUCT DESIGN 


AIRLINE COFFEE BREWERS 
COMING DOWN TO EARTH 


A commercial version of REF Manufacturing Cor- 
poration’s Liquispenser Coffee-Brewer for airliners is 
now under development. Installed in jet and convention- 
al transports flown by American, Eastern, Continental, 
and Western Airlines, the device brews fresh coffee that 
has been received enthusiastically by passengers and 
crew members alike. With this success in mind, the 
Mineola, N. Y. firm began work recently on a model for 
lunch counters, coffee shops, and restaurants. 

The ground-use Liquispenser, while operating on the 
same pressurized hot water principle as its airborne 
counterpart, will be less costly to engineer and_ build. 
Several elements, such as a pump, needed to insure proper 
high-altitude performance, and expensive aircraft fittings 
will be unnecessary on the commercial version. 

As produced for domestic and foreign airlines, the 
machine makes eight cups of piping hot, fresh coffee in 
only three minutes. After a 40-sec. water re-heat period, 
another brewing cycle is ready to start. Pre-packaged by 
the caterer, polypropylene plastic containers hold 3.2 
oz. of fresh grounds. This type of plastic is unaffected 
by heat generated in the Liquispenser and will not become 
discolored. Stainless steel screens in the top and bottom 
of the cartridge permit water to pass through. 

For brewing, the cartridge is inserted in a stainless 
steel canister by the operator. After the canister is lock- 
ed in place with a pot beneath its delivery tube, the 
“Coffee Brew” button is pressed. Three minutes later, 
the pot is filled with hot, fragrant, fresh coffee. 

At a touch of a button, the Liquispenser also provides 
plain boiling water for preparing hot chocolate, tea, or 
bouillon, as well as drinking water cooled to about 55. F. 
by dry ice. REF’s Coffee-Brewer is a compact device, 
18 in. deep, about 6 in. wide, and 24 in. high. Quick 
disconnect couplings to the aircraft's water and electrical 
systems permit easy installation and removal from the 
galley. A satety clamp secures the machine during flight. 
Coffee is pressure-brewed at 15-20 psi, controlled by an 
electrical feed system equal to standard 115/200-v, 400- 
cycle, 3-phase alternating current. 


at 


Airline cartridge coffee maker slated for commercial restaurant use 
furnishes user three-minute cup of hot, fresh coffee. 
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“EXPERIENCE? SURE, | WAS WITH A BIG COFFEE OUTFIT 
ON THE WEST COAST IN CHARGE OF ‘COFFEE TOASTING’ 
MACHINES." 


Shipping Notes 


e Word from San Francisco indicates that three of the 
largest Pacific Coast steamship operators are negotiating 
an agreement which would pool their trans-Pacific 
freighter operations. Involved are the American Presi- 
dent Lines, American Mail Line of Seattle, and the 
Pacific Far-East Line. A partial reason for the proposed 
pool is offered by the fact that percentages of cargoes 
between the Far East and Pacific Ports has been decreas- 
ing, plus the fact that competing Japanese Lines have al- 
ready effected pooling arrangements. 


e New Orleans port operations continue to show an 
increase with general cargo in July higher than for the 
comparable month last year. According to Harold Rob- 
erts, president of the board of port commissioners this 
assures New Orleans status as holder of second place 
among U. §. ports in terms of dollar value of imports. 


e The newest Indian freighter, “Jalakrishna” of the 
Scindia Steam Navigation company, made port in Los 
Angeles in July. The visit of the vessel inaugurated the 
company’s new service to Bombay, Cochin, Madras, 
Colombo and Calcutta. 


e The Tea Association of the U. S. has announced that 
the steamship lines serving the major ports of British 
East Africa and the Atlantic ports of the United States 
have reduced their rate on tea from $35.25 per 40 cubic 
feet to $30. per 40 cubic feet. 


e Barber Steamship Lines, Inc., have announced the 
entry into the Barber Line Far-East service of the M/V 
Traviata, under command of Captain H. M. Hallum. 
The ship is the third in a series of four ships to be com- 
pleted and placed in service. The first two, the M/V 
Tagaytay and Tai-Ping are already in Far-East operation. 
Ports of call for the Traviata on its maiden voyage in- 
clude Manila, Hong Kong, Singapore, Jakarta and Japan. 
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New York News 


@ @ New York's Coffee and Sugar Ex- 
change played host to a group of twenty- 
five special economics students from 
half a dozen East Coast colleges during 
the latter part of July. The group par- 
ticipated in a seminar at the Exchange 
during which floor activities and pro- 
cedures were demonstrated. 


@ 8 The appointment of Jesse Taub as 
an account executive has been announced 
by Fred Rosen Associates. Taub had 
served as public relations director of Air- 
tron, Inc., and with the New York Daily 
News and New York Post. His new 
duties will be as account executive for 
the Tea Council of America. 


® 8 Chock Full O’Nuts has announced 
the appointment of Chaimson and Robin- 
son, Inc., of Baltimore, Md., as exclu- 
sive sales representatives for its coffee in 
the Washington and Baltimore areas. 


@ @ LaTouraine has advised that, be- 
cause of a possible conflict of terms, 
they have changed the name of their 
September 9-10 show in New York City 
from the LaTouraine Coffee Vend-O- 
Rama to the LaTouraine Coffee Vend- 
ing Show 


@ 8 The Green Coffee Association of 
New York City, Inc., has announced that 
arrangements have been made for the 
bowling league at Strand Bowling Lanes, 
Flatbush Ave., Brooklyn, for the coming 
season. In view of the switch to a new 
location organization of the league is 
being motivated at an earlier time than 
usual. The season will begin on Sep- 
tember 15, and continue thereafter for 
32 Thursdays. A new starting time of 
8 P.M. has also been announced. The 
cost of all bowling including the prize 
fund, ABC sanction and team and indi- 
vidual trophies, will be $365. per team 
The Association has also announced the 
location of their fall meeting scheduled 
for September i6-18. Arrangements have 
been made at the Hotel Hershey, Her- 
shey, Pa., for the meeting, with member 
rates $19. for double room occupancy, 
$21. for singles. Hershey, a prime spot 
for convention goers, is within easy 
driving distance otf New York via the 
New Jersey and Pennsylvania Turnpikes 
Members planning to attend are requested 
to submit the application, accompanied 
by a registration fee of $10. per adult to 
C. J. Hughes, chairman of the activities 
committee, not later than August 29th. 


@ @ The Nestle Company’s Decaf calyp- 
so commercial was awarded first prize in 
the recent International Advertising Film 
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egional 


Festival judgings held in Venice, Italy 
It was the only television commercial for 
an American food product to win such 
an award. The commercial has _ been 
running on 50 television stations since 
its debut on June 1. 


@ 8 Members of the American Spice 
Trade Association were saddened by the 
death, August 9, of association vice 
president Francis G. Mabbs. Mabbs had 
been a long and active worker in_ the 
interests of the spice trade during his 
affiliation with both Mincing Trading 
Corporation and The Otto Gerdau in 


New Yi rk. 


8 @ The coffee trade regretfully learn- 
ed of the death of Joseph J. Morris in 
July 13th. Morris, a partner in the firm 
of C. E. Bickford and Co., of this city 
and New Orleans. He was a member 
of the firm for 35 years. Interment was 
made in the family plot in New Orleans 
after celebration of a solemn requiem 
mass at The Holy Name of Jesus 
Church 


Chicago Doings 


Supermarket private label coffee 
prices dropped two cents a pound to 
match the wholesale price decline national 
brand manufacturers put in force in mid 
July 

A&P stole the thunder here by running 
an advertisement in a daily metropolitan 
newspaper plugging its reduced private la- 
bel coffee prices 24 hours after the major 
manufacturers made the drop. 

The large focd chain listed its new 
prices as: A&P coffee in the one pound 
can, 66 cents. Bagged coffee was marked 
at: eight o'clock, one pound size, 55 cents ; 
three pounder, $1.59; red circle, pound 
size, 59 cents, three pounder, $1.71, and 


Delta Line's newest addition, the 10,760-ton 
Rel Rio, leaves the ways July 9. The ship 
is the first to be launched in a 14-ship re- 
placement program. 


Bokar, pound bag, 63 cents, three pound 
size, $1.83. 

Although anticipating a drop in_ the 
green coffee market, other supermarket 
merchandisers were caught flatfooted 
when the drop did come 

They waited until the following week 
to post the changes at retail 

Here is the way the other big three 
chain operators here ticketed their pri- 
vate label coffees. 

Kroger posted a three cent reduction 
on the one pound can of its Kroger brand 
coffee; new supermarket price for this 
size is 66 cents. The chain’s Spotlight 
brand sells for 55 cents in the one pound 
bag, and $1.59 in the three pounder. One 
pound canned Spotlight retails at 63 cents 
The French brand is 65 cents in the one 
pound bag, and $1.23 in the two pounder 
With the exception of the Kroger brand, 
all the other private label reductions made 
by that chain were two cents a pound. 

Jewel Tea Company's price sheets read : 
Royal Jewel in the one pound bag, 63 
cents, two pound box, $1.23. The chain’s 
Private Blend coffee is now 77 cents for 
the one pound can, Bluebook coffee, a 
leader item, was retailing at 49 cents in 
the one pound bag 

At National Tea Co., American Deluxe 
Coffee in the one pound can carries a 
shelf price of 55 cents and $1.09 for the 
two pound size. Top Taste coffee in the 
one pound bag is 55 cents. In the three 
pound size, it retails at $1.59. The chain’s 
premium private label coffee, Natco, retails 
for 73 cents in the one pound tin, and 
$1.45 in the two pound size. 


@ ® Institutional coffee prices remained 
at current levels. Despite queries from 
restaurant buyers and other customers, 
institutional brewers maintain that the fu- 
ture price drop will depend on how costs 
are lowered on the more expensive beans 
they use in their roasting. 

One coffee company executive pointed 
out that the green coffee market cost 
drop mainly covered the less expensive 
type bean. This, he explained to his insti- 
tutional customers who inquired about 
price is the type of bean used mainly by 
retail coffee selling companies. 

If the cost picture remains constant, 
this executive believes, institutional prices 
will stay where they are, If there is a 
drop on the more expensive beans, there 
could be a lowering of the selling price to 
institutional buyers. 

Coffee in this market, he said, runs 
from 70 to 75 cents per pound to insti- 
tutional buyers. This is some eight to 
ten cents per pound higher than retail type 
coffees. One cost lowering factor favor- 
ing the institutional market, this official 
believes is the fact that retail roasters 
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must figure the eight cents per unit cost 
of coffee cans into their retail price, where 
coffee companies don’t have this expense. 

The official added that competitive fac- 
tors could upset his planning on institu- 
tional coffee prices, however. 


@ @ Stewart's Private Blend Coffee Co 
is finalizing plans for a new advertising 
campaign slated to break in September. 
The company will use newspaper and 
radio media, 


@ 8 The Maxwell House Division of 
General Foods Corp. is now distributing 
its new 18 count shipper carton of ten 
ounce instant coffee jars to supermarket 
customers. The new shipper lists at 
$28.26, a one cent a jar saving over the 
old 12 count case, which sold for $28.18. 
The cost saving results from economies 
in shipping, production, transporta- 
tion of the larger capacity carton. 


Jewel Tea Co. is offering a ten 
cents off label deal on its new roast 
Bluebrook instant coffee in the six ounce 
jar. Shelf price is 69 cents, with the 
offer. 


@ @ A&P has launched a new instant cof- 
fee in its middle western division, which 
the chain ads say is “97% caffein free.” 
Bottled in a four ounce jar under the 
“A&P” label, the instant is pegged at an 
introductory price of 69 cents. 


In Canada... 

there are big doings planned 
for The Seigniory Club, Montebello, 
Quebec, September 25-28. 

The occasion is the 13th annual con- 
vention of The Tea and Coffee Associ- 
ation of Canada. Speakers will include 
such worthies as L. E. Gray, Director, 
Brooke Bond, Ltd., London; John F. 
McKiernan, President, National Coffee 
Association; E. Aborn, President, 
Tenco; Dr. H. R. Brinberg, of Ameri- 
can Can Co., and Jorge Canavati. 

The Seigniory Club is located on the 
north shore of the Ottawa River, fifty 
miles east of Ottawa, and is served by 
good highways, and transportation by 
rail and air from Montreal and Ottawa. 

Reservations should be made care of: 
The Secretary, Tea and Coffee Associ- 
ation of Canada, 140 Wellington St. 
Ottawa. 
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@ & Spice company McCormick & Co. is 
offering point-of-purchase barbecue dis- 
plays to supermarkets here to tie-in with 
the current supermarket outdoor cooking 
push. The multi-color, knock-down card- 
board display unit carries five spice items. 
These include a 4 ounce can of black pep- 
per retailing for 45 cents; a 2 and one- 
eighth ounce jar of garlic salt, selling at 
29 cents; a one and five-eights bottle of 
instant minced onion, at 29 cents; a one 
and five-eighths ounce unit of barbecue 
spice, price 29 cents, and a 3 and three- 
eighths can of hickory smoked salt, also 
at 29 cents. 


@ @ Funeral service were held for John 
B. Faul, 42, sales manager for the North 
Woods Coffee Company, who died here. 
He had held the position for two years. 
He is survived by the widow, Susan; a 
son John; a daughter, Barbara; his step- 
mother, Mrs. Frank O. Faul of Normal, 
Ill., and two brothers. No replacement 
has been named yet for Mr. Faul’s job 
at North Woods. 


8 ® Consolidated sales of National Tea 
Co. for the four weeks ended July 16 
rose 1 1/2 percent. The nation’s fifth 
rank food chain had sales of $65,103,676, 
as compared with receipts of $64,143,914 
a year ago. 

For the year through July 16, sales were 
$451,329,899, a 2.8 percent gain over the 
$438,886,497 of the same 28 weeks in 
1959. 

There were 905 National Tea super- 
markets open as of July 16. A year ago 
the chain had 923 stores in operation, 


@ 8 Val S. Bauman, vice president of 
merchandising for National Tea, died 
July 31 at Lake Geneva, Wis., where he 
was pending his weekend with his family. 
The chain executive drowned in Lake Ge- 
neva after apparently falling from his 
power boat while trying to dock it. 


@ @ Four week sales of the Kroger Co. 
for the period ended July 16 slipped to 
$143,911,103 from $144,057,028 in the same 
weeks of 1959. Aggregate 28 weeks sales 
dropped to $1,007,109,607 as compared 
with $1,012,248,236 a year ago. Kroger 
is the third largest food chain in the 
country. 


@ ® Some chains here are using knock- 
down cardboard displays to plug their own 
label tea, following the summery iced tea 


theme. They alternate the in-store dis- 
play with metropolitan newspaper adver- 
tising. 


s @ At the half-year mark, the 102 re- 
tailer-owned cooperative members of the 
Cooperative Food Distributors of America 
posted a 16 percent gain over 1959 figures. 
Sales were over the $1 billion mark in the 
first six months. Increases ranged from 
6.3 percent to 113 percent on an indi- 
vidual house basis, 


#8 ® Leon Silverstone was named to the 
new post of vice president of marketing 
for Superior Tea & Coffee Co. Mr. Silver- 
stone’s previous post of general sales 
manager for the company was filled by 
Phillip Goren, former Superior regional 
supervisor for the northen Chicago and 
suburban areas. 


San Francisco Briefs 


Total green coffee imports into 
Pacific Coast Ports for the first six 
months ending July 31, 1960 amounted 
to 1,840,208 bags. This amount repre- 
sents an increase of 23,817 bags over the 
1959 imports. 


@ ® Visiting at the office of B. C. Ire- 
land Inc., while on an extended touring 
trip to the United States and Canada, 
was Mr. Klaus Obrock of Exportadora 


and in Florida... 

an equally impressive program 
is in store for member and guests at 
the upcoming Tea Association con- 
vention scheduled for October 9-12. In 
addition to speeches by representatives 
of the producing countries you'll hear 
from P. C. Irwin, Jr., President of the 
Association; William S. Fishman, Presi- 
dent, Automatic Merchandising Co.; 
Robert Smallwood, Chairman, Tea 
Council of the U. S. A.; John Ander- 
son, Executive Director of the Council; 
Burton V. LeVee, Vice President, A. C. 
Nielson Co.; Patricia E. McCauley, 
Chief Therapeutic Dietitian, Roosevelt 
Hospital; and Lawrence I. Graham, 
Restaurant Management Specialist. 

In addition the Association has a 
special speaker lined up in the person 
of Robert A. Forsyth, Assistant Secre- 
tary, Department of Health, Education 
and Welfare. 
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egional Votes 


Tropical de Productos Agricola of Guate- 
mala City Mr. Obrock’s father is a 
prominent coffee roaster in Bremen, Ger- 


many 


ee \r. Elmer Briggs, Leon Israel 
Bros., Inc.. San Francisco, and Mrs 
Briggs plan an extended eastern trip dur- 
ing the month of August To be in- 
ed on their eastern sojourn will be a 
top off in Macon, Georgia where they 
will visit their newest granddaughter. 


@ 8 Grace Line’s annual “Day of Golf” 
hosting the San Francisco coffee trade 
has been set tor September 2nd at the 
Orinda Country Club according to Harry 
Marsh 


® ® Helping his dad out during the sum- 
mer months at Fitzpatrick & Hoffman is 
Joseph Fitzpatrick, Jr. Joe, Jr. plans t 
continue his education at the University 
of San Francisco in the fall 


@ @ Harold L. King Co. moved to new 
quarters at 210 California Street during 
1 month of August 


1} 


Frank Frellerson, B. C. Ireland, Inc., 


has returned from an extended business 
trip through Washington and Montana. 


8 #8 Norman Johnson, E. A. Johnson 
Co., and William Seeley, J. A. Folger, 
San Francisco, are currently in Ecuador 
and Peru. Their itinerary also calls for 
stops in the major coffee producing areas 
of Brazil 


8 ® Returning on August Ist from an 
extensive business trip to Brazil was 
Thomas Barrett of S. F. Pellas Co 


s #8 Howard Wolf, President of the Na- 
tional Spice Trade Association, was a 
San Francisco visitor in early August 


Having returned from British Co- 
lumbia, where he conducted brewing 
demonstrations, Jack Leach, Western 
representative for the National Brewing 
Institute, commented that the Brewing 
Institute standards were generally ad- 
hered to and the brew was excellent. 


A Bohemian Club reception follow- 
ed the June wedding of Miss Jeanne Fer- 


rari and Richard John Quinlan. Richard’s 
father, Richard 1). Quinlan, is one of the 
founders of the PCCA 


@ ® Proposed revision to the Pacific 
Coast Coffee Association Articles of As- 
sociation currently submitted to the mem- 
bership would include the States of Ha- 
waii and Alaska to the list of states 
comprising the “Pacific Coast”. Voting 
forms are to reach the ottice of the as- 
sociation by September 1, 1960. If ap- 
proved by the membership, the Pacific 
Coast Coffee Association would include 
the following states: Alaska, Arizona, 
California, Hawaii, Idaho, Montana, Ne- 
vada, New Mexico, Oregon, Utah, Wash- 
ington, Wyoming and the Province of 
British Columbia, Canada 


@ @ The Gentry division of Consolidated 
Foods Corporation have announced that 
after a period of more than forty years 
with headquarters in Los Angeles they 
are moving administrative offices and cen- 
tral laboratory facilities to Glendale 
Built to the company’s specification, the 
new building is located at 1111 South 
Central Ave., Glendale 4, Calif. 


New Orleans Notes 


@ 8 Members of the coffee trade and 
allied businesses were guests of the 
Delta Line at the launching of the 
10,760-ton Del Rio, July 12, at the 
Avondale Shipyards, Inc. The Delta 
Line chartered the excursion steamer 
President and guests boarded the 
steamer at Canal Street and were trans- 
ported to Avondale for the launching. 
Miss Stella Evans Farwell, was the 
ship’s sponsor. She is the grand- 
daughter of the late Rudolf S. Hecht, 
one of the founders of Delta Line. 
The Del Rio has a length of 506 feet, 
a beam of 70 feet and a full load draft 
of 31 feet. The vessel incorporates 
special design features including a new 
cargo crane handling system. The Del 
Rio is the first vessel to be launched 
under Delta Line’s 14-ship replacement 
program, as subsidized by the Maritime 
administration of the U. S. department 
of commerce. 


Mr. and Mrs. Ear! P. Bartlett, Sr., 
have returned from a trip to Georgia, 
and he is back in his office as presi- 
dent of the American Coffee Company. 


8 William B. Burkenroad, Jr., ex- 
cutive vice-president of J. Aron and 
Company, Inc., was elected to the 
board of directors of the Mississippi 
Shipping Company, Inc., here. The an- 
nouncement was made by Captain John 
W. Clark, president of the Delta Line, 
following a meeting of the board in 
the company’s offices, Captain Clark 
expressed gratification of the board at 
having “a man of Mr. Burkenroad’s 
stature serve with it in view of his 
long association with the coffee im- 
porting business.” 


Rafael Meza Gallont, cotfee grow- 
er, from El Salvador, visited in New 
Orleans in July and praised Louisiana’s 
free port. He said the passage of re- 
cent bills in Baton Rouge to prohibit 
ad valorem taxing of imports was wis¢ 
and predicted the action would funnel 
increased trade into Louisiana Mr. 
Meza said El Salvador is anxious to 
increase trade with Louisiana and New 
Orleans. While here Mr, Meza discus- 
sed a Western Hemisphere exposition 
which is being planned for New Or- 
leans in September, 1982. 


ee Mr. and Mrs. David Kattan and 
family are spending a month in Hon- 
duras on a business and vacation trip 


@ ® The last of five ships being built 
at Ingalls Shipbuilding Corporation in 
Pascagoula, Mississippi, was recently 
launched by Lykes Bros. Steamship 
Co., Inc., of New Orleans. The $10,- 
000,000 cargoliner, Thompson Lykes 
is named for the late Thompson Mayo 
Lykes, one of the seven Lykes brothers 
who founded the shipping organization 
60 years ago. The vessel was chirsten- 
ed by Mrs. H. Tyson Lykes of Palm 
Beach, Florida, wife of a director of 
Lykes Bros., Inc. Her matron of hon- 
or was Mrs. David W. Martin, also of 
Palm Beach. Thomas E. Stakem, Jr., 
Washington, D.C., vice-chairman of the 
Federal Maritime Board, was the prin- 
ciple speaker at the launching ceremo 
nies. Other speakers were Frank A. 
Nemec, senior vice-president of Lykes; 
Monro B. Lanier, Vice-chairman of In- 
galls, and Fred J. Mayo, president of 
Ingalls. 


sel. W. Snow, Sales Manager of 
the American Coffee Company, Inc., 


| 210 California Street 
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@ @ Messrs. Ed J. Ganucheau and 
Alan V. Bories of J. Aron and Co., 
Inc., have returned from a trip in the 
interest of their firm, 


publicity director of 
Steamship Company. 


@ @ Mr. and Mrs. W. 


H. Kunz and Company, have returned 


Lykes Brothers 


H. Kunz of W. 


to Los Angeles from a trip to Switzer- 


@ ® Captain C. L. Spicer, vice-presi- 
dent of the Mississippi Shipping Com- 
pany has been elected president of the 
Propeller Club of New Orleans. The 
new officers took office July 1. Captain 
Thomas A. King, Gulf director of the 
maritime administration, was elected 
first vice-president and John D. Crowe 
of Alcoa Steamship Co., second vice- 
president. R.H. McCrocklin is secre- 
and S. Giallanza, treasurer. Cap- 
Spicer Larry Guerin, 


land. 


@ The trade 


of Jk J. 


Sons Funeral 
Mass at the 
Church and 

No. 3 cemetery. 
widow, Noel 


tary 


tain succeeeds 


was 
death in New York and the buriel here 
Morris, Partner in C, E. 
Bickford and Company. 
was held at the P. J. 
Home 
Holy 

Interment in St. 
He is survived by his 
Calhoun 


source brings 

the lowest 
price for big 
quantity users. 


saddened by the 


His funeral 
McMahon and 
with Requiem 
Name of Jesus 
Patrick 


Morris. 


Country-Wide Briefs 


® ® According to the findings of a 73- 
city, 80-food chain survey by Selling Re- 


coffee 
tributed 


will, for 
only 
search, Inc., 19 percent of the respondents 
indicated that they were considering the 
addition of private labels Queried 
the product category in which they 
were considering label expansion 


8.2 percent 


new Standard 


a four-ounce jar 
private 


indicated instant coffee 


graphed to 
Night 


caf fein 


The survey also brought out the fact 
that almost 50 percent of the respondents 
considered coffee as the product having 
greatest strength in the private 
Cisco, has 
its annual 
Co., of San ton Advertising 
addition of 


The 


The Islands 
Francisco have announced the 
Antigua Instant Coffee to their line 


Spice 
sidiary of 
restaurant chain. 


the time being, be 
through 
for vd, and department stores. 


Brands, 


cafein-free, instant coffee 
indicate 


Coffee” is 97-percent 


Coffee Co., 
announced 
advertising 
The company is a sub- 
Mannings, 


dis- 
gourmet, fancy 
Fine quality leathers, 


finest made. 
added 
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Top is litho- 
“Good 
free of 
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our Catalog 
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novelty items. 


that this 


San Fran- 
that it has shifted 
account to Comp- 
coast 


Inc., west 


1199 Broadway, New York 1, N. Y. 


"a coffee drinker's Europe” 


(Continued from page 58) 


brought out the wine, the fried fish, and the paella and 
revealed in each discovery as though it were a present 
Often there was a pitcher of hot chocolate, almost as sub- 
stantial and thick as an English pudding. 

The English, of course, prefer tea, and very good tea it 
is. “Tea,” unqualified, is served from four to five; it in- 
cludes sandwiches and cakes. “High tea” includes a hot 
dish; it frequently does double duty for supper among the 
thrifty Scots. We got eleven 
o'clock coffee break) as well as after dinner, when we were 
offered either a black or a white demitasse. A white demi- 
tasse is served with hot milk. 


coffee at “elevenses” the 


Approximately the same customs prevail in Northern Ire- 
land and the Irish Free State. So-called “Irish” coffee ts 
served at Shannon airport and other tourist centers. It 
consists of sweetened coffee, Irish whiskey, and whipped 
cream. The Irish themselves have the good sense to pre- 
fer their whiskey and coffee in different containers. 

For us, Irish coffee is akin to the Eastern heresy. Even 
the addition of sugar violates the strict coffee drinker’s 
canon, although we admit that the Scandinavians can 
make a strong plea for calories against the cold. We saw 
many an old grandsire in Sweden clamp a lump of sugar 
between his teeth and sweeten his cup as he sipped. The 
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Swedes, devoted coffee drinkers, were equally devoted 
to alcohol until the government instituted rationing. 
Here, perhaps, Irish coffee could serve a real need. 

By design, we left Holland for last. With the Dutch, 
the art of coffee drinking reaches perfection. They 
often prefer a strong extract mixed in the cup with hot 
milk, but we adventurers in coffee could order a blend 
of mocha and java or any of a dozen combinations, for 
there were glass jars full of exotic coffee beans in even 
the modest cafes. Mecca, at last. Seated at a table covered 
with a thick rug, watching the plump Dutch ladies smoke 
their tiny cigars, and stretching a languid hand towards 
an assortment of hopjis (coffee flavored candies), we 
imagined that we were in the special paradise reserved 
for earnest coffee drinkers like When we 
returned to America, we spoke knowingly of the Rem- 
brants, the Van Goghs, the Delftware, but to the inner 
circle we murmured, “The scenery is charming, the art 
is superb, but oh, the coffee!” 


ourselves. 


HAVE YOU SEEN ... 

COFFEE AND TEA INDUSTRIES NEW LEGAL 
FEATURE? YOU'LL FIND "BARRISTER'S BREW" 
REQUIRED READING THIS MONTH, AND IN 
THE MONTHS AHEAD. 


vies BEST PRICE 
GIVE: — 
30¢ 
A dependable 
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ODUCTS INC. 


Classified 


RATES 
I"—$6 2"—$11 
4"—$18 


V2 "'"—$3.50 
3"—$15 


Situations Wanted: 5¢ per word; $1 min. 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 


Exchange | 


ROASTING PLANT 


A complete coffee roasting plant lo- 
cated in the Port of New York area 
is available for immediate lease. 
Principals interested in further de- 


tails are invited to contact... 


Box No. 26 
c/o Coffee & Tea Industries 
106 Water Street, New York 5, N. Y. 


ARE YOU CERTAIN that key 
personnel in your organization will 
have copies of Coffee and Tea In- 
dustries for their own use. If these 
men can save you time and effort 
by using the information contained 
in this magazine (it’s our bet that 
they can) then you have saved 
money by subscribing in their name 
Why not do it now? 


FILL OUT THE COUPON BELOW. 


WE WILL BILL YOU LATER IF YOU 
PREFER... 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET 
NEW YORK 5, N. Y. 


C1 Yr. $5.00 [) 2 Yr. $8.00 


[) 3 Yr. $10.00 


[-] Check or Money Order Enclosed 
[] Bill Me Later 
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BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 


size. 
only $3.00 


Coffee & Tea Industries 
106 Water St. New York 5, N. Y. 


Spices: by JOS. K. JANK 


THEIR BOTANICAL ORIGIN 

| THEIR CHEMICAL COMPOSITION 

| THEIR COMMERCIAL USE 
Price $3.00 


| Write The Spice Mill Book Department 


| 
| 106 Water Street New York 5, N. Y. 
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GUMP 
EXCHANGE HEAD PLAN 


helps you build your reputation 
for consistently uniform 
full-flavored grinds 


It's no problem, with Gump Coffee Granulizers, to 
produce consistently the full-flavored, clean-cut, 
uniform grinds that help sell more coffee. The 
Gump Exchange Head Plan makes it easy—and 
economical—to keep grinds up to strictest quality 


standards, year after vear. 


Gump Exchange Heads carry the original manu- 
facturer’s guarantee to operate “just like new.” 
Grinding rolls have been completely reconditioned 
with Genuine LePage Corrugations, Worn parts 
including the rolls when they are no longer usable 
because of size reduction—have been replaced with- 
out additional charge, Minor mechanical improve- 
ments are added to exchange Heads at no charge 
and major improvements are available at reason 


able cost, as in the case of new Stvle E Heads. 


And to provide prompter, more economical 
service for East and West Coast users, genuine 
Gump [exchange Heads are now available from 
Tempo-Vane Manutacturing Co., San Francisco, 
and Jabez Burns & Sons, Inc., New York City, as 
well as from Chicago. Write for details on the 


Gump Exchange Head Plan, and for any help aa 

you'd like to have in setting up a program of grind Gump Coffee Granulizers are available in eight sizes 

quality control. Free sieve analysis tests are a and models, for producing cool, clean-cut, uniform 
grinds in an infinite range of granulation sizes— 

part ot the exchange Head Service. in capacities ranging from 400 to 4000 pounds per hour 


B.F. GumpP Co. 1312s. cicero Ave., Chicago 50, Ill. 


Engineers and Manufacturers of Coffee Plant Equipment 
| New York 36—JABEZ BURNS AND SONS, INC.—600 West 43rd Street 


SALES AND SERVICE San Francisco 5—TEMPO-VANE MANUFACTURING CO.—330 First Strect 


Dallas 2—J. B. WILLIAMS —1026 Young Street 


: 
2 4 ; 
— 
2 
ya 
| 
5. 
ee 


Agents: 

Ss. Binnings 
New Orlear Houston @ Galveston 
Balfour Guthrie & Co., Ltd, 

n Frat ‘ e Lo igele Seattle 
lortland Vancouver, 
Robert Reford & Co, 
Montreal @ Toronto 
Boston Shipping Corporation 
Bostor 
Penn-Maryland Steamship Corporation 
saltimore 
Lavino Shipping Company 
Philadelphia 


General Agents 
Grancolombiana (New York), Inc. 
New York Chicago Detroit 


79 Pine Street 208 South La Salle Street 1355 Book Building 
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